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WE’VE  CHANGED  OUR  NAME.  NOT  WHAT  WE  STAND  FOR. 

The  Audit  Bureau  of  Circulations  is  now  the  Alliance  for  Audited  Media.  An  alliance  for 
informed  decisions,  more  intelligent  data,  and  industry  professionals  who  know  smart 
media  is  audited  media.  It’s  all  about  publishers,  advertisers,  and  agencies  coming  together 
to  bring  accountability  and  confidence  to  the  new  world  of  media.  To  find  out  what  the 
Alliance  for  Audited  Media  can  do  for  you,  visit  auditedmedia.com/TheNewABC 
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Back  to  Basics 

Time  for  newspapers  to  get  real  about  election 
coverage,  drop  endorsements 


etween  accusations  of  biased 
coverage,  waning  power  to 
influence  readers,  and  the  very  I 
real  potential  to  drive  away  | 

advertisers,  newspapers  are  better  off  j 

keeping  their  political  endorsements  to  1 
themselves.  { 

Over  this  past  election  cycle,  E^P  j 

tallied  every  presidential  endorsement 
we  could  get  our  hands  on  (the  still- 
incomplete  list  is  online  at  editorand- 
publisher.com/election)  and  noticed 
a  few  interesting  trends.  One  was  how  | 
far  many  endorsing  newspapers  were  j 

from  actual  voter  preference;  the  other  I 
was  the  number  of  papers  that  chose  | 
to  forgo  issuing  any  endorsement  at 
all.  You  could  say  that  one  begets  the  ! 
other,  but  that  conclusion  paints  only  a  i 
partial  picture.  \ 

In  the  critical  swing  state  of  Ohio,  j 

Republican  Mitt  Romney  was  endorsed 
by  a  number  of  dailies,  including  heavy  I 
hitters  the  Columbus  Dispatch  and 
Cincinnati  Enquirer.  Columbus  is  the  { 

seat  of  Franklin  County,  which  sup-  | 
ported  President  Obama  by  more  than 
60  percent  at  the  voting  booths.  Ham¬ 
ilton  County,  serviced  by  the  Enquirer, 
favored  Obama  by  nearly  52  percent,  a 
margin  that  helped  push  Ohio  into  the 
blue  and  seal  the  president’s  re-election. 
Arguments  that  newspapers  are  “out 
of  touch”  with  their  readership  miss  the 
point.  The  Dispatch  and  the  Enquirer 
didn’t  intend  their  endorsements  to  be 
a  bellwether  of  existing  political  senti¬ 
ment;  they  were  tiying  to  persuade 
readers  to  vote  in  line  with  their  own 
views.  They  failed.  Meanwhile,  those 
newspapers  that  sat  out  the  endorse¬ 
ment  game  were  trying  to  present  the 
unbiased  product  promised  to  readers 
and  advertisers.  They  succeeded. 

EfflPs  Newsosaur  columnist  Alan  Mut¬ 
ter  wrote  on  his  blog  that  “a  newspaper 


lacking  the  gumption  to  endorse  a  presi¬ 
dential  candidate  looks  pretty  lame  in  a 
day  when  opinions  are  a  dime  a  dozen 
on  the  Internet.”  I  say  this  is  precisely 
why  newspapers  should  abstain  from 
endorsing  political  candidates. 

The  last  thing  readers  need  is  one  more 
unsolicited  political  opinion.  Opinions 
—  both  logical  and  ludicrous  —  are 
impossible  to  escape  in  our  hyper-con¬ 
nected  society,  and  while  I  don’t  know 
one  person  who  made  it  through  election 
night  without  defriending  a  longtime 
associate  on  Facebook,  I  do  know  many 
who  would  benefit  from  a  healthy  dose 
of  hard  facts. 

Readers  need  facts  to  make  informed 
decisions  for  themselves,  and  newspa¬ 
pers  are  perhaps  the  most  historically 
well-regarded  and  trusted  source  of  said 
facts.  Any  use  of  the  opinion  page  to 
sway  voters  is  a  violation  of  that  trust, 
and  notable  newspapers  across  the  coun¬ 
try  opted  out  of  endorsing  a  presidential 
candidate  for  this  very  reason. 

There’s  also  an  element  of  respect 
shown  in  presenting  news  and  giving 
your  audience  space  to  come  to  its  own 
conclusion.  When  a  paper  respects  its 
readers,  readers  in  turn  respect  the 
pajjer  and  will  be  more  inclined  to  renew 
their  subscription  once  the  election  is 
over.  Just  ask  the  San  Diego  Union- 
Tribune,  whose  circulation  has  slipped 
more  than  4  percent  year-over-year 
since  hotel  magnate  Doug  Manchester 
bought  the  paper  and  began  using  it  to 
trumpet  his  personal  business  and  politi¬ 
cal  agenda. 

Political  opinions  are  indeed  a  dime  a 
dozen,  which  is  why  newspapers  should 
stick  to  what  they’re  good  at:  hard¬ 
hitting,  watchdogging,  muckraking 
journalism  that  gets  to  the  meat  of  each 
candidate’s  campaign.  Leave  endorse¬ 
ments  to  the  bloggers.  —KA 
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Illustration  by  Jared  Boggess 


We  need  a  ‘Got  Milk’ 
moment 

I  am  a  contract  salesperson  for  The 
Star-Ledger  in  N  J.  Every  day  I  hear 
comments  such  as,  “Oh,  the  newspaper 
business  is  a  dying  industiy,”  or  “No  one 
reads  the  papers  anymore,”  or  “I  use  the 
Internet”  (usually  uttered  smugly).  This 
atmosphere  proclaiming  the  death  of 
ne'.»^papers  is  creating  a  self-fulfilling 
prophecy.  It  appears  to  me  that  the 
industry,  by  its  silence,  is  bujing  into  this 
eventuality. 

Thankfully,  other  consumers  say,  “I 
can’t  do  without  it  every  morning,”  or  “I 
use  the  computer  at  work  and  I  prefer 
the  change,”  or  “It’s  so  much  more  relax¬ 
ing  than  staring  at  a  screen.” 

I  am  writing  to  suggest  that  the  indus¬ 
try  hire  an  advertising  agency  to  extol  the 
benefits  of  newspapers  over  alternatives 
such  as  tablets  and  smartphones.  'These 
benefits  include  portability,  electronics- 
free,  relaxing  body  language  compared 
to  reading  a  screen,  a  broad  selection  of 
worthwhile  information  in  one  com¬ 
pact  product,  accountable  journalism 
compared  to  opinions  on  blogs,  etc.  It’s 
time  to  remind  people  why  newspapers 
are  the  fourth  estate  and  that  they  have 
been  at  the  heart  of  our  democracy  since 
the  beginning.  In  general,  even  naysayers 
^ree  that  the  death  of  the  newspaper 
industry  would  be  disastrous. 

Remember  what  “Got  Milk”  did  for  the 
dairy  industry? 

I  do  not  think  that  newspapers  should 
ignore  Internet  opportunities.  I  suggest 
that  they  embrace  digital  further  and 
make  it  interactive  with  the  newspaper 
like  what  TV  has  done  with  its  program¬ 
ming  (i.e.,  “for  more  photos  or  videos 


visit  us  at ...”  or  “for  associated  stories  visit 
us  at ...”  or  “tell  us  what  you  think  about 
this  at ...”). 

STEVE  RUBINSTEIN 

Submitted  ov  editorandpublisher.com 

Newspapers 
committing  suicide 

As  a  longtime  publisher/editor,  it  is  my 
opinion  that  the  decline  and  death  of 
many  newspapers  can  be  attributed  to 
suicide.  If  you  go  back  to  the  years  before 
the  Internet  became  prominent,  you  saw 
chains  gobbling  up  many  independent 
newspapers.  When  a  chain  purchased  a 
newspaper,  rather  than  see  the  promised 
new  resources  of  the  larger  organization, 
what  you  actually  saw  was  a  cutting  of  the 
size  of  the  news  hole  and  employee  layoffs 
to  trim  costs.  These  cutbacks  naturally 
affected  readership  numbers,  which  natu¬ 
rally  forced  the  companies  to  cut  the  size 
of  the  news  hole  and  lay  off  employees. 
These  cutbacks  naturally  affected  reader- 
ship,  and  ...  you  get  the  picture. 

I  have  seen  valiant  efforts  by  some  man¬ 
agers,  enlisting  the  aid  of  the  sales  staff, 
to  tiy  to  turn  things  around.  Interestingly, 
the  news  staffs  are  never  incorporated 
into  these  efforts,  and  the  editorial  folks 
are  often  hostile  to  the  efforts.  “How  dare 
anyone  suggest  what  we  should  cover. 
Well  cover  what  we  please,  even  if  the 
newspaper  goes  out  of  business.” 

Newspapers  now  make  people  pay  for 
the  print  product,  while  giving  it  all  away 
free  on  the  Internet.  Despite  this,  pub¬ 
lishing  companies  can’t  seem  to  interest 
people  in  buying  ads  on  their  websites, 
and  the  darned  obsolete/ridiculed  print 
product  still  pays  the  bills.  After  decades 


of  trying,  name  one  newspaper  website 
that  has  the  gravitas  in  the  community 
that  the  newspaper  once  had. 

Submitted  anonymously  on 
editorandpublisher.com 

Lead  by  example 

The  Star-Ledger  (Newark,  N.J.)  integrated 
its  printed  classified  sections  with  the 
website.  It  exemplifies  some  concepts  that 
Randazzo  advocates  in  his  article  (Shop- 
talk,  September  2012). 

Automotive  ads  are  perhaps  the  best 
example.  'The  printed  classified  section 
directs  readers  to  the  website,  nj.com. 
'There  the  reader  can  enter  a  short  “Web 
ID”  from  a  printed  ad.  'The  Web  ID  links 
to  more  detailed  information,  photos,  etc. 
Words  do  not  quite  illustrate  the  example. 
It  may  help  to  look  at  a  printed  copy  of 
The  Star-Ledger. 

Considering  the  rising  popularity  of 
smartphones,  I  suggest  a  QR  code  in  the 
printed  classified  section,  in  the  same  area 
that  drives  readers  to  the  website.  The 
QR  code  would  also  link  to  the  website. 

On  a  bus,  train,  or  at  a  restaurant  table, 
it  is  faster  and  easier  for  someone  with  a 
smartphone  to  scan  a  QR  code,  because 
it  saves  them  the  time  of  (mis)typing  the 
URL.  The  transition  from  print  to  Inter¬ 
net  would  then  be  easy. 

It  is  not  unthinkable  that  printed  clas¬ 
sified  ads  could  look  different.  Tjpically, 
each  ad  contains  three  to  four  lines  of  text 
with  as  much  information  as  can  fit,  with 
an  optional  photo.  That  holds  true  today 
for  most  classified  ads.  However,  the  ad 
may  look  different.  For  a  rough  example, 
each  ad  may  print  as  a  row  of  key  infor¬ 
mation  (e.g.,  year,  make,  model,  price,  and 
Web  ID)  in  a  table/spreadsheet.  It  allows 
people  to  see  at  a  glance  what  is  available. 
CHRISTOPHER  WOLFE 
Submitted  on  editorandpublisher.com 

|— Send  US  3irour  comments  ~ 

kristina@editorandpublisher.com 

“Comments,”  Editor  &  Publisher, 
17782  Cowan,  Suite  C,  Irvine,  CA  92614. 
Please  include  your  name,  title,  city  arxJ  state,  and  email 
address.  Letters  may  be  edited  for  all  the  usual  reasons. 
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>Look  Ahead 


Just  Hit  Play 


Interactive  Newsprint  project 
puts  audio  on  print 


By  Nu  Yang 


You’ve  heard  of  smart¬ 
phones,  but  what  about 
a  smart  paper?  Interac¬ 
tive  Newsprint  is  a  coi- 
iaborative  project  based  in  the 
U.K.  that  is  connecting  paper  to 
the  internet  by  using  conductive 
inks  and  a  small  computer  chip 
mounted  to  the  paper.  The  tech¬ 
nology’  comes  from  a  company  called 
Novalia,  which  specializes  in  printed 
electronics,  and  researchers  from 
three  U.K.  universities  (Surrey,  Cen¬ 
tral  Lancashire,  and  Dundee)  have 
been  working  with  local  community 
members  on  building  a  prototype. 

One  of  the  first  prototypes  was 
a  print  edition  of  the  Lancashire 
Evening  Post  released  last  September. 
The  issue  allowed  readers  to  press 
a  button  on  the  paper  to  play  audio 
through  yvireless  headphones. 

According  to  Paul  Egglestone, 
digital  coordinator  at  the  School  of 
Journalism  at  UCLan  and  project 
lead,  the  audio  clips  provide  addition¬ 
al  content  to  supplement  the  printed 
news  stories.  For  example,  he  said,  a 
play  button  on  the  paper’s  front  page 
story  about  a  press  conference  with 
Prime  Minister  David  Cameron  led 
to  a  full  audio  recording  of  the  event. 
Another  audio  exjjeriment  is  to  have 
the  stoiy-  read  aloud  in  a  different  lan¬ 
guage  for  international  readers. 
Egglestone  said  although  this 
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interactive  experience 
feels  and  performs  like 
print,  readers  also  get  to  experience  it 
digitally. 

Another  element  Interactive  News 
print  is  working  on  is  tracking  inter 
actions,  similar  to  an  online  analytics 
service.  Egglestone  said  the  collected 
data  can  shoyv  how  many  readers 
pushed  the  play  button,  and  how  long 
someone  listened  to  an  audio  clip 
elements  he  said  are  important  to 
advertisers  and  editors. 

Egglestone  said  the  project  is 
in  research  mode  until  the  end  of 
Januarj'  2013.  Meanwhile,  he  and 
his  team  yyill  continue  to  work  on  a 
series  of  prototy’pes  to  address  some 
of  the  challenges,  such  as  battery-  life 
and  production  costs.  He  also  wants 
to  find  a  template  that  can  be  used 
for  mass  production.  His  next  step  is 
to  work  yvith  community^  news  site 
Blog  Preston  during  his  next  round  of 
prototypes  to  see  how  journalists  can 
better  utilize  the  product. 

Egglestone  said  publishers  are  al 
ready  interested  in  participating,  but 
he  is  not  able  to  produce  on  a  large 
scale  until  he  sees  the  costs. 

“My  big  vision  is  for  communities 
to  build  a  new  business  around  this 
printed  model  and  sell  in  new  ways 
and  arrange  editorial  in  new  ways,” 
he  said.  “The  framework  first  is  to 
develop  the  technology  and  find  ap- 


*  Speak  Up  Preston  community  journalists 


and  Interactive  Newsprint  team  members 


exchange  ideas. 


plications  for  the  product.” 

Egglestone  said  what  makes  Inter¬ 
active  Newsprint  unique  compared  to 
a  website,  tablet,  or  mobile  experience 
is  the  reader’s  ability  to  keep  a  rela¬ 
tionship  yvith  print.  “There  is  no  way 
to  not  interact  with  print,”  he  said. 

“It’s  about  the  user  experience.”  ■ 

editorandpublisher.com 


Eye  of  the  Storm 


Hurricane  Sandy  cuts  power,  but  not  news  coverage 


The  front  page  of  the  Nov. 
1  edition  of  the  New  Ca¬ 
naan  (Conn.)  Advertiser 
carried  a  quote  from  Rob 
Mallozzi  III,  the  city’s  first  selectman: 
“The  true  measure  of  a  community 
is  how  they  handle  a  crisis  ...  and  in 
this  case,  there  is  a  spirit  and  com¬ 
mitment.”  They’re  fitting  words  for 
the  first  issue  printed  after  Hurricane 
Sandy  knocked  down  trees  and  power 
lines,  leaving  70  percent  of  the  city’s 
population  in  the  dark. 

Advertiser  editor  Joshua  Fisher  said 
the  paper’s  downtown  offices  didn’t 
lose  power,  and  the  small  staff  of  three 
reporters  made  it  a  priority  to  keep 
residents  informed. 

“During  a  time  of  crisis,  haring 
information  can  comfort  people,”  he 
said. 

The  staff  kept  watch  over  the  police 
scanner  and  recorded  a  running  log 
of  closed  roads,  shot  video  around 
town,  snapped  photographs  of  dam¬ 
aged  structures  and  downed  trees, 
and  updated  social  media.  Fisher  said 
during  that  week,  the  staff  produced 
nearly  100  Sandy-related  stories  for 
print  and  the  website  (ncadvertiser. 
com).  According  to  Fisher,  the  paper’s 
circulation  is  6,800.  “There  are  6,900 
homes  in  town,”  he  added. 

Fisher  said  social  media  aided  the 
Advertiser,  not  only  with  reporting, 
but  also  with  engaging  with  the  com¬ 
munity.  “Readers  were  tweeting  and 
posting  on  our  Facebook  when  their 
power  was  back  on,  sending  us  pho¬ 
tos,  videos,  and  eyewitness  reports.” 
Thanks  to  smartphones,  he  said,  “just 
because  people  lose  power  doesn’t 
mean  there  isn’t  any  information  out 
there  ...  I’ve  been  doing  this  for  12 
years  now,  and  now  we’re  able  to  get 
news  in  and  out  in  real  time.” 

When  Hurricane  Irene  hit  last  year, 
Fisher  said  there  was  no  power  at  the 


EW  GaNAIX  Ab\lRTiSER 


IhunJin  StnrmKr/ 


swn  have  been  left  scrambling  for 
information,  particularly  the 
new  immigrants  who  don’t  fully 
Sandy  traps  understand  (English)  when 
12  firemen  they  watch  or  read  the  news  on 
overnight  television,”  said  Florence  Lee, 
a  volunteer  at  an  evacuation 
center  near  Chinatown. 

The  New  York  Commercial 
Observer  reported  it  might 
be  a  year  until  the  New  York 
Daily  News  and  U.S.  News  & 
World  Report  can  return  to 
their  Lower  Manhattan  offices, 
which  were  damaged  during 
the  storm.  Daily  News  publish- 
er/o\vner  and  U.S.  News  editor- 
in-chief  Mortimer  B.  Zuckerman 
said  the  companies’  Jersey  City  printing 
facilities  lost  power  and  flooded.  H«  said 
The  New  York  Times,  Newsday,  The 
(Newark,  N.J.)  Star-Ledger,  The  Ber¬ 
gen  (N  J.)  Record,  and  The  Hartford 
(Conn.)  Courant  all  offered  up  their 
printing  presses  to  help,  while  The 
Associated  Press  offered  some  of  its 
office  space  for  them  to  work  in. 

Fisher,  who  lost  power  at  his  home 
during  the  storm,  said  he  stayed  at  the 
newspaper  owner’s  home  —  where 
there  was  still  power  —  for  a  week. 
“We  were  so  focused  on  all  the  bad 
stuff  going  on,  we  had  no  time  to  focus 
on  our  own  problems.”  —NY 


Hurricane  lives  up  to  hype 


Police  work  way 
through  chaotic’ night 


company-owned  printing  press  for  six 
days.  This  time,  they  were  ready  with  a 
rented  generator.  The  weekly  publica¬ 
tion  comes  out  every  Thursday,  and 
the  storm  delayed  the  new  edition  for 
20  hours,  which  Fisher  said  worked 
in  their  favor.  “We  had  time  to  focus 
on  the  website  and  keep  the  paper 
updated.” 

Meanwhile,  The  New  York  Times, 

The  Wall  Street  Journal,  and  The  Bos¬ 
ton  Globe  all  dropped  their  paywalls 
so  readers  could  access  storm  infor¬ 
mation  for  free.  The  message  board 
on  news  website  brigantinenow.com 
serving  Brigantine,  N  J.  filled  with 
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Spirit  of  invention 

Irish  Times  Hosts  Digital  Challenge, 
GetBulb  Named  Winner 

In  1994,  The  Irish  Times  was  one  of  the  very  first  newspa¬ 
pers  in  the  worid  with  an  oniine  edition.  The  Dublin-based 
publication  has  been  around  for  153  years  and  throughout  its 
history,  it  has  made  many  technological  advances,  most  recently  its 
digital  challenge,  which,  according  to  chief  innovation  officer  Johnny 
Ryan,  aimed  to  “recapture  that  spirit  of  invention.” 

The  challenge  launched  in  early  May,  emd  the  paper  invited  emerging 
digital  startup  businesses  to  apply.  The  overall  winner  would  receive 


>  Johnny  Ryan  (left),  chief  innovation  officer,  and 
Kevin  O’Sullivan  (right),  editor  of  The  Irish  Times, 
speaking  with  shortlisted  companies  in  the  Irish  Times 
Digital  Challenge  at  the  newspaper’s  offices  in  Dubiin. 


{legal  briefs} 

Haiti’s  Prime  Minister 


Sues  Haitian- American 
Newspaper 

The  Associated  Press  reported  that 
Haiti's  Prime  Minister  Laurent  La- 
mothe  has  sued  Haiti-Observateur, 
a  Haitian- American  weekly  news¬ 
paper  based  in  Brooklyn,  N.Y.,  for 
defamation  over  its  reporting  on 
the  sale  of  a  telecommunications 
company  acquired  by  the  Haitian 
government.  In  the  lawsuit,  Lamothe 
and  South  Florida  businessman 
Patrice  Baker  said  Haiti-Observa- 
teuTs  reporting  on  the  sale  of  Haitel 
was  "outrageous,  scandalous,  and 
reminiscent  of  a  tabloid  publica¬ 
tion."  The  Haitian  telecom  shut  down 
earlier  this  year,  because  it  couldn’t 
pay  its  debts.  It  was  then  acquired 
by  the  Haitian  government.  Ac¬ 
cording  to  the  lawsuit,  the  Hoiti- 
Observateur  published  articles  in 
August  and  early  September  that 
"began  to  spread  false  and  defama¬ 
tory  statements"  about  Lamothe's 
and  Baker  's  roles  in  Haitel's  sale  and 
implicated  Lamothe  and  Baker  in 
illegal  business  practices,  which  has 
damaged  their  reputations  in  their 
political  and  business  communities 


University  of  Florida 
Student  Newspaper  Sues 
to  Keep  News  Racks 

i  student  Press  Law  Center  reported 
i  that  University  of  Florida's  indepen- 
I  dent  student  newspaper,  The  Inde- 
i  pendent  Florida  Alligator,  has  filed  a 
.  lawsuit  to  stop  the  university's  plan 
i  to  replace  two  dozen  of  the  newspa- 
i  per's  racks.  In  the  lawsuit.  Campus 
Communications,  Inc.,  which  pub- 
^  lishes  the  student  publication,  seeks 
^  both  a  temporary  and  preliminary 
injunction  to  stop  the  university 
;  from  implementing  the  new  distri- 
!  button  policy.  Under  the  new  policy, 
all  publications  would  be  required 
;  to  sign  a  licensing  agreement  with 
j  the  university  and  pay  a  fee  in  order 
;  to  use  newly  purchased,  school- 
owned  distribution  racks.  Distribu- 
i  tion  outside  the  school’s  racks  would 
;  be  prohibited.  The  lawsuit  seeks  a 
i  temporary  injunction  that  would 
I  halt  the  university  from  removing 
the  paper's  boxes  while  the  lawsuit 
;  progresses  and  ultimately  seeks  to 
I  have  the  university's  plan  struck 
i  down  permanently. 


Former  Presidential 
Candidate  Sues  College 
Journalists  for  Libel 

According  to  Seven  Days,  a  Vermont 
i  alt -weekly  online  newspaper,  John 
D.  Haywood,  a  Democrat  who  chal- 
i  lenged  President  Barack  Obama 
:  in  the  New  Hampshire  primary,  is 
;  suing  journalism  students  at  Saint 
;  Michael's  College  in  Colchester,  Vt., 

I  for  libel.  During  the  primary,  the 
students  interviewed  and  profiled 
■  each  candidate  on  the  ballot.  In  the 
lawsuit,  Haywood  claims  the  article 
contained  numerous  mischaracter- 
:  izations  about  his  record.  Haywood 
i  blames  the  article  for  costing  him  the 
I  race  against  Obama.  He  seeks  Si  mil¬ 
lion  to  compensate  him  for  "the  per¬ 
manent  damage  to  his  reputation" 
in  his  home  community  of  Durham, 
N.C.,  S50  million  in  punitive  damages, 
and  S120,202  to  reimburse  what  his 
campaign  spent  on  newspaper  ad¬ 
vertising.  Seven  Days  reported  stu¬ 
dents  in  Professor  David  Mindich’s 
:  Media  and  American  Politics  class 
I  have  been  profiling  lesser-known 
i  presidential  candidates  in  every 
j  election  since  2004.  Mindich  said 
no  one  has  ever  sued  the  student 
journalists  for  libel,  and  he  called  the 
1  lawsuit  "completely  without  merit." 
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€50,000  (about  $65,000)  from  DFJ  Esprit,  a  venture  capital  firm  based 
in  London.  Ryan  said  the  paper  received  a  total  of  80  applications. 

“I  was  looking  for  the  next  wave  of  disruptors,  early-stage  digital  busi¬ 
nesses  who  were  doing  new  things  in  mobile,  visualization,  news  and 
curation,  and  advertising,”  Ryan  said.  “The  startups  had  to  have  prod¬ 
ucts  or  services  that  were  ready  to  implement  or  go  to  market.” 

From  there,  he  said  the  applications  were  scaled  down  to  15  startups. 
They  were  invited  to  Pitch  Day,  where  the  companies  met  with  a  judging 
panel  made  up  of  investors,  entrepreneurs,  and  Irish  Times  senior  staff 
members. 

“Ultimately,  we  selected  five  on  the  basis  of  most  significant  jwtential 
revenue  or  reader  impact,  and  on  how  compelling  their  pitches  were,” 
Ryan  said. 

The  five  finalists  included  Picturk,  a  photo  awards  platform  that 
simplifies  the  process  for  both  contestants  and  judges;  Storyflow,  a  Web 
widget  that  shows  related  links  in  a  visual  manner;  Myifli,  a  mobile  plat¬ 
form  that  allows  advertisers  to  rapidly  build  micro-sites  and  invite  users 
to  them  via  QR  code  or  shortcode;  KnockOn,  an  online  community  for 
lovers  of  amateur  rugby  in  Ireland;  and  GetBulb,  a  data  visualization 
tool  that  allows  a  non-designer  to  drag  and  drop  data  from  Excel  into 
a  design  template  and  produce  print-ready  and  HTML  5  interactive 
graphics  instantly. 

Each  company  participated  in  an  eight-week  mini-startup  incubator 
inside  the  Irish  Times  building,  with  the  help  of  the  National  Digital 
Research  Center’s  LaunchPad. 

“The  idea  was  to  allow  each  startup  to  act  as  an  agent  of  change  inside 
the  newspaper,  connecting  with  people  at  all  levels  and  doing  whatever 
they  needed  to  in  order  to  grow  their  revenue,”  Ryan  said.  “This  meant 
that  people  were  forced  to  look  at  problems  in  new  ways  and  consider 
new  approaches.” 

At  the  end  of  the  eight  weeks,  the  startups  pitched  at  a  grand  finale  in 
front  of  100  startups,  investors,  and  clients  for  the  overall  prize.  In  the 
end,  GetBulb  was  named  the  winner. 

According  to  Ryan,  the  judges  selected  GetBulb  “because  of  the 
enormous  potential  it  offers  to  streamline  the  production  process  (and) 
because  of  its  ability  to  bring  designs  that  currently  appear  only  in  our 
print  product  to  online  readers  too  vrith  no  additional  effort.” 

The  Times  is  already  looking  ahead  to  the  next  challenge.  “We  are  go¬ 
ing  to  focus  on  the  advertising  space  next  and  raise  the  level  of  ambition 
further.  The  vision  is  simple  —  if  you  are  going  to  disrupt  our  industiy", 
the  Irish  Times  wants  to  hear  from  you.  We  want  to  meet  the  disruptors, 
to  work  with  them,  and  to  help  them  grow,”  Ryan  said. 

For  more  information,  visit  irishtimesidealab.com.  —NY 


% 

I  Milwaukee  ioumoJ  Sentinel 
I  Reveals  Lack  of  Oversight 
I  in  Domestic  Violence  Laws 


%  H  n  a  watchdog  report  filed  in  early 

II  November,  Milwaukee  Journal  Sen- 
I  tinel  reporters  Gina  Barton  and  John 
Diedrich  uncovered  a  stark  lack  of 
enforcement  of  Wisconsin’s  strict  domes¬ 
tic  violence  laws. 

"Under  state  statute,  local  police  must 
arrest  domestic  violence  suspects 
regardless  of  the  victim’s  cooperation. 
Departments  also  must  have  written 
policies  on  how  to  investigate  domestic 
violence,"  Barton  and  Diedrich  wrote.  "But 
nothing  guarantees  they  follow  through." 
S  A  spokesperson  for  the  state  Justice 
m  Department  acknowledged  loopholes 
3  that  allow  local  police  departments  to  cir- 
J  cumvent  state  law:  Departments  are  not 
m  required  to  submit  their  written  policies 
g  to  any  state  entity  for  review.  Even  if  they 
B  did,  there  is  no  measure  to  determine 
g  whether  a  policy  sufficiently  meets  state 
&  standards. 

M  The  lack  of  oversight  puts  victims  of  do- 
J  mestic  violence  -  and  the  public  -  at  risk. 
1  According  to  Barton  and  Diedrich.  “That’s 
J  what  law  enforcement  experts  and  a 
8  dozen  legislators  say  Brown  Deer  police 
1  did  by  not  holding  accountable  Radcliffe 
s  Haughton,  whose  trail  of  domestic  vio- 
a  lence  culminated  in  killing  his  estranged 
H  wife  and  two  other  women  at  Azana  Sa- 
S  Ion  &  Spa  in  Brookfield  before  committing 
^^mcide  last  month." 


SAY 

WHAT? 

New  Vocabulary  for 
the  Modern  Era 


r 


adultescence 


(n):  a  period  of  apparent 
adolescent  habits  or  behavior 
continued  into  adulthood 


“Unemployed,  Jed  liked  to  stay  out  late,  sleep  until  noon,  and  wander  around 
in  his  boxers.  Koslow  set  out  to  try  to  understand  why  he  and  so  many  of  his 
peers  seemed  stuck  in  what  she  regarded  as  permanent  ‘adultescence.’  She 
concluded  that  one  of  the  reasons  is  the  lousy  economy.  Another  is  parents.” 

-  Elizabeth  Kolbert,  Ihe  New  Yorker.  July  2, 2012 
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»  Bob  Mooney,  right,  manager  of  the  Philadelphia  Inquirer’^  photo  department, 
holds  the  first  of  21  Nikon  cameras  he  bought  for  his  staff,  as  salesman  Richard  Grant 
explains  some  of  the  features  of  the  equipment.  This  photo  first  appeared  in  the  Oct. 
11, 1969  edition  of  EiP. 


World-Record  Paper 
Carrier  Retires 
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ing  papers  for  the  Idaho 
Press- Tribune  in  Nampa, 
Idaho.  That  was  in  1958.  The 


now  83-year-old  recently 
retired  after  54  years,  still 
holding  the  Guinness  World 
Record  for  longest -serving 
paper  girl.  Markus  worked 
seven  days  a  week  from  1 
to  4  a.m.  and  traveled  43 


miles  on  her  route. 


‘‘She  was  always,  always 
concerned  about  custom¬ 


ers,"  her  daughter,  Nancy 
Salisbury,  told  the  Press- 
Tribune.  "If  she  got  a  call 
that  somehow  they  got 
missed,  she  would  be  in  the 
car,  in  her  robe,  in  her  slip¬ 
pers,  jetting  the  paper  out 
to  them." 


Darlyne  Markus  was 
29  years  old  when 
she  started  deliver- 


Aaric  Bryan/Idaho  Press-IIiibune 


►  Pulitzer  Prize  winner  Ruben  Vives  of  the 
Los  Angeles  Times  (center)  speaks  at  NAHJ- 
•LA’s  first  networking  mixer  in  downtown  Los 
Angeles.  He  is  joined  by  John  Cadiz  Klemack 
(left)  of  KHBC-fV  4  and  Pilar  Marrero  of 
Spanisll>language-daily  La  Opinion. 

“Be  the  voice  of  Latino  journalism  in  print,  broadcast, 
and  new  media.  Don’t  be  watchers,  but  be  the  resource 
and  voice  in  the  greater  Los  Angeles  area  —  Ray  Bradford 


We  have  a  large  number  of  Latino 
rejxirters,  and  we  could  well  become 
the  most  active  and  largest  chapter. 
We  have  the  potential  members.”  He 
added  the  chapter  would  welcome 
bloggers,  freelancer  reporters,  and 
even  documentary'  filmmakers. 

Elections  for  the  chapter’s  board 
of  directors  took  place  in  Novem¬ 
ber  {E&P  went  to  print  before  the 
winners  were  announced),  but  the 
group  got  the  chapter  moving  months 
before.  It  created  a  Facebook  page  for 
announcements  and  hosted  its  first 
networking  event  in  August  with  Pu¬ 
litzer  Prize-winning  Los  Angeles  Times 
reporter  Ruben  Vives  as  guest.  The 
group  also  announced  that  it  would 
set  up  a  scholarship  in  Vives’  name. 
Arredondo  said  about  100  people 
attended  the  event  in  dowTitovm  Los 
Angeles. 

NAHJ  also  announced  it  will  part¬ 
ner  with  the  Radio  Television  Digital 
News  Association  and  the  Society  of 
Professional  Journalists  at  the  2013 
E.\cellence  in  Journalism  Conference 
in  Anaheim,  Calif.,  from  Aug.  24  to  26. 

Kristopher  Fortin,  Los  Angeles 
Streets  Blog  reporter  and  NAHJ 
member,  said  the  conference  is  an 


opportunity  to  showcase  local  Latino 
journalists,  media,  and  communities. 
“This  is  our  first  endeavor  to  have  an 
influence  in  shaping  the  conference.” 

“The  conference  will  put  a  bright 
spotlight  on  us  and  give  the  new 
chapter  a  high  profile,”  said  Ray  Brad¬ 
ford,  national  director  of  policy  and 
diversity  advocacy  with  SACJ-AFTRA 
(representing  broadcast  journalists) 
and  NAHJ  lifetime  member. 

Looking  ahead,  there  are  several 
goals  that  members  want  to  accom¬ 
plish. 

“Be  the  voice  of  Latino  journalism 
in  print,  broadcast,  and  new  media,” 
Bradford  said.  “Don’t  be  watchers, 
but  be  the  resource  and  voice  in  the 
greater  Los  Angeles  area.” 

For  25-year-old  Fortin,  he  would 
like  to  see  the  chapter  reach  out  to 
journalists  in  transition,  such  as  recent 
college  graduates,  and  help  them  con¬ 
nect  with  and  find  jobs  in  the  industry. 

Arredondo  said  he  wants  the  LA. 
chapter  to  be  an  example  and  inspira¬ 
tion  to  other  groups  and  encourage 
others  to  start  their  own  chapter.  “I’ve 
heard  there  is  interest  in  San  Diego,” 
he  said.  “Having  those  local  options  is 
so  important.”  —NY 


Community 


National  Association  of 
Hispanic  Journalists  Starts 
LA.  Chapter 


The  National  Association 
of  Hispanic  Journalists 
now  has  a  home  in  Los 
Angeles,  as  a  new  chap¬ 
ter  opens  in  Southern  California. 
Established  in  1984,  NAHJ  has  about 
1,500  members,  including  working 
journalists,  journalism  students,  other  ; 
media-related  professionals,  and  jour-  i 
nalism  educators. 

According  to  Southern  California 
freelance  reporter  and  NAHJ  member 
Cesar  Arredondo,  previous  attempts 
over  the  years  to  start  an  LA.  chapter 
stalled,  but  efforts  were  revived  again 
this  year.  Once  the  required  number 
of  signatures  was  obtained,  Aredondo  ' 
said  their  petition  to  become  an  of¬ 
ficial  chapter  was  approved  by  the 
national  board  at  the  recent  UNITY 
Conference. 

“There  was  interest  from  members 
for  local  activities  and  events,”  Arre¬ 
dondo  said.  “We  pay  membership  fees, 
and  we  want  to  get  as  much  out  of  it  as 
possible  with  netw'orking  or  training 
opportunities  —  and  we  needed  that 
locally.” 

NAHJ  president  Hugo  Balta  said, 
“The  initiative  represents  NAHJ’s 
growth  in  a  market  where  many  mem¬ 
bers  live  and  work.  It  is  important  for 
NAHJ  to  provide  events  that  nurture 
networking,  and  provide  training  and 
a  platform  to  discuss  important  issues  ! 
relevant  to  Latino  journalists  and  the 
community  they  serve.” 

Arredondo  said  the  LA  chapter 
will  be  a  valuable  support  group  for 
media  colleagues.  “LA  is  one  of  the 
top  Latino  media  markets  in  the  U.S. 
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FLYING 

COLORS 


►  Tom  Vos./ Dallois  Morning  News 


The  U.S.  Air  Force  Thunderbirds  military  jet  team 
flies  in  formation  over  north  Fort  Worth,  Texas,  as 
it  makes  an  approach  to  Alliance  Airport,  Oct.  5, 

2012.  The  team  . 

the  Fort  Worth 


critical  thinking 


J-school  students  and  industry  vets 


tackle  the  tough  questions 


►  If  you  have  a  question  you  would  like  to 
see  addressed,  please  send  it  to 
nu.yang(3editorandpublisher.com. 


Q: 


According  to  recent  reports,  women  and  minorities  still  lag  behind 
Caucasian  males  in  occupying  newspaper  executive  positions. 

How  would  you  suggest  publishers  balance  the  playing  field? 


Kacey  Gardner,  21, 

Senior,  Caliiomia  State  University, 
Chico 


Gardner  is  a  journalism  major  and 
current  editor-in-chief  of  ItK  Orion,  the 
university's  award-winning  indepen- 


Sacramento  Bee. 


I  am  a  woman  and 
editor-in-chief  of 
*  my  university’s 
newspaper,  and  many  of  the 
paper’s  other  top  positions  are 
held  by  women  and  minori- 
ties.  This  summer,  I  interned 
at  The  Sacramento  Bee,  whose 
editor  and  publisher  are  both 

women.  So  it’s  strange  and  t  it 

scary  to  read  diversity  reports  ewco 
and  realize  that  this  is  not  the 

norm  in  newsrooms  across  the  Gardner  is  a  journalism  major  and 

T  >  j-rc  1C  current  editor-in-chief  of  the  Omn,  the 

country.  It  s  difficult  tor  me  to  university's  award-winning  indepen- 
fathom  that  once  I  graduate  and  dent  student  newspaper.  This  summer, 
get  a  newsroom  job,  I  may  not  ^  interned  for  the  copy  desk  of  The 
have  the  same  opportunity  to  Sacramento  Bee. 
rise  through  the  ranks  simply 

because  of  my  gender,  and  my  friends  because  of  their  race. 

I  think  most  people  now  realize  that  a  newspaper  is 
benefited  greatly  by  executives  and  staff  members  who  can 
provide  different  points  of  view  and  reflect  the  diversity  of 
the  community  they  serve. 

To  get  people  of  diverse  backgrounds  in  the  newsroom,  and 
eventually  in  decision-making  positions,  I  think  publishers 
first  need  to  make  diversity  an  explicit  part  of  their  mis¬ 
sion.  Policies  and  strategies  may  differ  from  newsroom  to 
newsroom,  but  every  publisher  should  invest  in  some  sort  of 
’  effort  to  recruit  female  and  minority  applicants  for  all  posi¬ 
tions.  Even  with  budget  constraints  burdening  many  news 
businesses,  I  don’t  think  diversity  recruitment  is  an  area  they 
can  afford  to  sacrifice.  It  may  help  to  create  relationships 
with  organizations  that  provide  support  for  women  and  mi¬ 
norities  in  journalism  as  avenues  for  awarding  internships 
or  jobs,  or  to  reach  out  to  individual  university  programs. 

It  seems  to  me  that  if  a  new'sroom  is  diverse  enough  and 
breaks  through  the  initial  barrier  of  white  male  control, 
talent  becomes  the  factor  that  separates  staff  and  pushes 
them  toward  promotion.  No  one  wants  to  feel  like  anything 
other  than  their  work  earned  them  success,  but  it’s  clear  that 
women  and  minorities  still  need  help  in  getting  a  fair  shot  at 
letting  their  w'ork  speak  for  itself 
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First  of  all,  stop  making 
excuses.  Over  the  last 
*  40  or  so  years  I  have 
heard  them  all:  “Well,  there  just 
aren’t  enough  of  them  qualified 
for  that  job.”  “As  soon  as  I  hire  a 
female,  they  take  maternity  leave.” 

“They  just  aren’t  the  fit  the  team 
needs.”  “There  aren’t  enough  mi¬ 
norities  down  in  the  ranks  to  bring 

°  President/general  manager, 

along.”  On  and  on  it  goes  along  the  Toledo  (Ohio)  Blade 

comfortable  route,  where  the  guys  - 

gather  at  staff  meetings  and,  you 

know ,  be  the  guys.  q^qup  35  president  and  CEO  of 

They  are  out  there.  You  have  to  Newspaper  Agency  Corp.  (Media  Ont 

work  at  it  to  find  the  right  person,  president 

•..L  ..u  •  -..1- ..u  j  and  CEO  of  York  Newspaper  Co.  in 

with  the  nght  fit,  with  the  creden-  zerbey  started  his  newspap 

tials  and  the  work  ethic  to  make  career  at  the  Bristol  (Conn.)  Press  in 
it  work.  It  is  not  an  easy  task.  As  I  advertising  sales  and  remained  there 

write  this,  there  is  not  one  female  ^ 

J-  X  X  ix-  T-u  was  publisher. 

on  our  senior  director  staff.  There 

was,  but  no  longer  is  there  one,  and 
I  am  not  happy  with  that.  We  do  have  some  very  good,  veiy 
bright  women  in  the  number  two  and  three  positions  scat¬ 
tered  across  the  342-employee  company.  They  will  be  ready 
to  fill  the  top  seats  when  the  time  presents  itself 
One  of  the  routes  I  take  is  to  look  for  interns  from  local 
colleges  and  universities  that  might  engage  us  after  gradu¬ 
ation.  The  key  is  to  connect  them  with  an  internal  mentor 
who  watches  their  progress,  ensures  the  proper  training  takes 
place,  and  keeps  them  in  front  of  the  department  head  and 
senior  management.  If  they  want  advancement,  they  need  to 
show  it  by  taking  on  all  assignments,  showing  a  high  level  of 
work  ethic,  and  being  able  to  work  with  a  team. 

Another  key  to  hiring  women  and  minorities  is  being  dedi¬ 
cated  to  that  goal.  One  has  to  get  past  the  criticism  of  hiring 
them  at  the  “expense”  of  Caucasian  males  equally  or  better 
qualified.  You  have  to  make  a  conscious  decision  to  look  for 
and  hire  talented  people  —  that  must  include  women  and 
minorities  without  excluding  anyone.  In  other  words,  build 
the  talent  pool  for  the  position  needed,  and  be  certain  women 
and  minorities  are  represented  for  the  interview  process.  If 
there  is  a  measure  of  equiponderance  apparent,  then  don’t 
hesitate  to  choose  the  woman  or  minority.  It’s  not  unethical. 
It’s  not  illegal.  It  is  the  right  thing  to  do  for  the  newspaper 
and  for  the  people  it  serves.  ■ 


Joseph  H.  Zerbey  IV,  70, 

President/general  manager. 


Zerbey  has  served  the  Blade  since 
2004.  He  spent  18  years  with  Media 
News  Group  as  president  and  CEO  of 
Newspaper  Agency  Corp.  (Media  One 
Corp.)  Before  that,  he  was  president 
and  CEO  of  York  Newspaper  Co.  in 
York,  Pa.  Zerbey  started  his  newspaper 
career  at  the  Bristol  (Conn.)  Press  in 
advertising  sales  and  remained  there 
for  25  years,  the  last  eight  of  which  he 
was  publisher. 
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RJI  Mobile  Media  News  Consumption  Survey 

In  a  random  sampling  of  1,015  U.S.  adults,  Reynolds  Journalism  Institute 
asked  how  owners  of  different  mobile  media  device  brands  differ. 


Which  mobile  devices  do  you  use? 


84.5%  31.5%  30.9%  19.1%  11.8% 

Smartphone  Large  Other  mobile  E-reader  Small  medi< 


Large 

media  tablet 


Small  media 
tablet 


SMARTPHONE  OWNERS 

ALL  ANDROID 
BRANDS 

IPHONE 

-  . -"1 

BLACKBERRY  i 

Overall  print  news  subscribers 

31.9% 

43.2% 

49.3%  1 

National  newspaper 

6.7% 

7.2% 

16.4%  ii 

Newsmagazine 

10.1% 

15.3% 

16.4%  i 

Local  daily  or  Sunday  newspaper 

21.8% 

31.5% 

34.2%  1 

Weekly  community  newspaper 

10.1% 

13.5% 

11%  1 

Printed 


newspaper  and 
newsmagazine 
subscribers: 


ABOUT  HALF 

I  of  BlackBerry  owners 
and  more  than 

FOUR  OUT 

OF  10 

iPhone  owners 
surveyed  indicated 
that  they  subscribed 
to  at  least  one 
printed  newspaper 
or  newsmagazine. 

LESS  THAN 

ONE 

THIRD 

of  Android 
smartphone  owners 
indicated  that  they 
subscribed  to  a 
printed  newspaper  or  | 
newsmagazine. 


DIGITAL  NEWS 
SUBSCRIBERS: 

When  asked  which 
content  format  smartphone 
owners  preferred  for 
consuming  news  content, 
websites  hosted  by  news 
organizations  was  their 
top  choice. 


70% 


of  smartphone  users 
and  of  tablet  users 
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$50  or  more  per  month,  compared 
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users. 
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current  location. 


Source:  MediaPost/Interactive  Advertising  Bureau 
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70%  of  smartphone  users 

and  80%  of  tablet  users 
made  purchases  on  their  device. 
22%  of  tablet  users  spent 
$50  or  more  per  month,  compared 

to  14%  of  smartphone 


users. 


30%. 

smartphone  users 
and  32%°' 

tablet  users  said 
they  were  likely 
to  respond  to  ads 
related  to  their 
current  location. 


Source:  MediaPost/Interactive  Advertising  Bureau 
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Lessons  from  the  O.C.  Registers  now-defunct  Peel  app 
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By  /\l£in  D.  Mutter 


most  rapidly  adopted  electronics 
product  in  history  —  now  owned 
by  roughly  a  quarter  of  the  popula¬ 
tion,  according  to  the  Pew  Research 
Center  —  or  slapped  together  retro 
renditions  of  their  websites  or  print 
products  for  this  state-of-the-art 
environment. 

A  miracle  occurred  in  spring 
2011,  when  The  Orange  County 
Register  introduced  a  spritely, 
purpose-built  app  called  Tbe  Peel 
that,  exercising  the  full  multimedia 
and  interactive  capabilities  of  the 
iPad,  was  explicitly  designed  to  be 
as  un-newspapeiy^  as  possible. 

The  miracle  was  short-lived.  A 
little  more  than  a  year  after  it  was 
launched,  the  Peel  was  killed  when 
the  newspaper  changed  hands,  and 
the  new  owners  throttled  back  most 
of  their  digital  initiatives  to  double 
down  on  print. 

It’s  too  soon  to  assess  the  wisdom 
of  the  bold,  if  counterintuitive, 
print-first  strategy  at  a  time  when 
digital  media  are  vigorously  siphon¬ 
ing  readers  and  revenue  away  from 
newspapers.  While  we  wait  to  see 


how  that  plays  out,  the  tale  of  the 
Peel  offers  an  excellent  case  study 
of  the  good,  bad,  and  ugly  aspects 
of  innovative  product  development 
in  the  legacy  newspaper  environ¬ 
ment  —  a  skill  that  every  publish¬ 
ing  company  needs,  but  few  have 
mastered. 

The  perfect  man  to  tell  the  Peel 
story  is  Douglas  Bennett,  v/ho  until 
September  was  the  top  digital  of¬ 
ficer  at  Freedom  Communications, 
the  parent  of  the  Register.  Bennett, 
who  exited  the  company  w’hen  the 
strateg}'  shifted  from  pixels  to  print, 
has  five  important  tips  for  editors 
and  publishers  hoping  to  develop 
innovative  products.  We’ll  get  to 
them  in  a  moment.  First,  here’s  the 
background; 

“The  Peel  was  proposed  in  July 
2010  as  a  lean-back,  media-rich 
experience,  to  be  delivered  at  6 
p.m.  each  day  to  the  sort  of  24- 
to  44-year-old  individuals  who 
typically  don’t  read  newspapers,” 
Bennett  said  in  an  interview.  “Our 
research  showed  that  the  younger 
readers  we  wanted  —  but  didn’t 


When  the  iPad  debuted 
in  2010, 1  began  urging 
newspaper  publish¬ 
ers  to  defend  and 


extend  their  franchises  by  develop¬ 
ing  innovative  products  to  attract 
new  audiences  and  new  revenues  on 
this  transformational  platform.  But  I 

always  got  the  same  question:  Who  else  is 
doing  it? 

For  a  year,  I  didn’t  have  a  good  answer, 
because  publishers  either  ignored  the 


Five  Tips  for  Deveioping 
New  Digitai  Products 
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have  —  were  not  necessarily  interested  in  conventional 
newspaper  content  but,  rather,  were  interested  in  the 
weather,  personalities,  or  what  to  do  on  the  weekend.  So, 
we  went  heavy’  with  video  and  graphical  stories  and  left 
out  most  of  the  stuff  that  normally  appears  in  the  news¬ 
paper.” 

Although  the  app  intentionally  was  designed  to  be  noth-  ‘‘The  plan  you  put  on  paper  never  happens  the  way  you 

ing  like  the  newspaper,  it  initially  carried  the  Registers  thought  it  woiild,”  he  said.  "Recognize  that  you  are  going 

name  and  was  marketed  primarily  through  the  print  and  to  make  mistakes.  When  you  do,  make  changes  fast." 

Web  editions  of  the  paper.  This  led  to  two  big  problems, 
which  immediately  came  to  light  in  focus  groups.  First, 
the  app,  which  largely  had  been  downloaded  by  the  over- 
50  folks  who  make  up  half  of  newspaper  readers,  hadn’t 
attracted  the  desired  audience.  Second,  the  early  adopters 
were  angry  that  the  app  lacked  the  traditional  newspaper 
content  they  were  expecting  to  see. 

“We  knew  immediately  that  we  blew  it,”  Bennett  said. 

“So,  we  launched  a  contest  to  find  a  new  name  and  moved 
our  marketing  to  such  channels  as  Pandora,  Twitter,  and 
social  media.” 

Renamed  The  Peel  within  three  months  of  launch,  the 
product  generated  a  few  hundred  thousand  dollars  of 


Alan  D.  Mutter  is  a  newspaper  editor 
who  became  a  Silicon  Valley  CEO 
and  now  serves  as  a  technology  con¬ 
sultant  to  media  compan  ies.  His  blog 
is  Reflections  of  a  Newsosaur  at 
tiny.cc/newsosaur. 


"Newspaper  salespeople  already  have  too  many  things 
to  sell,"  Bennett  said.  "You  need  a  leader  who  buys  into 
your  project." 


revenue  in  the  first  year,  but  it  wasn’t  making  money,  said 
Bennett,  who  is  prohibited  by  his  severance  agreement 
from  discussing  financial  details.  Although  Bennett  said 
the  losses  were  in  line  with  those  anticipated  in  the  two- 
year  launch  plan  adopted  at  the  outset  of  the  project,  the 
Peel  was  scrapped  when  the  company  switched  its  focus 
back  to  print. 


Reflecting  on  the  venture,  Bennett 
identified  the  following  tips  for 
developing  a  new  and  novel  product: 

ldoyourho^wor^^^^^^^H 


^  "Make  sure  there  is  a  market  there,"  Bennett  said.  "Be 
able  to  prove  it's  there  for  the  people  in  finance  and 
sales  -  and  the  CEO."  , 


2.  GET  THE  CEO’S  BACKING. 


"Have  a  plan  that  the  CEO  buys  into,  supports,  and  guar¬ 
antees,"  Bennett  said,  so  he  or  she  can  “run  interfer¬ 
ence"  with  finance,  the  newsroom,  the  ad  sales  depart¬ 
ment.  or  anyone  else  who  wants  to  kill  the  project  if  it 
is  losing  money  in  the  early  days  -  as  almost  all  new 
ventures  do. 


3.  FIELD  THE  RIGHT  TEAM. 


^  "For  iPad  development,  you  need  people  who  under¬ 
stand  HTML5,  video,  and  design  on  a  screen  environ¬ 
ment,"  he  said.  “You  don't  have  those  people  in  today's 
newsroom." 
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Friends  for  Life 

Jack  Ohman  fills  Rex  Babin’s  spot  at 
Sacramento  Bee 

By  Rob  Tomoe 

rhe  Sacramento  Bee  has  a  rich  and 
storied  history  of  local  editorial 
cartooning.  The  paper,  which  has  been 
running  original  editorial  cartoons  since 
1857,  was  dealt  a  tragic  blow  in  March  when 
beloved  cartoonist  Rex  Babin  passed  away  after  a 
long  battle  with  stomach  cancer. 


No  one  took  the  news  harder  than 
Jack  Ohman,  longtime  political 
cartoonist  for  The  Oregonian  (syn¬ 
dicated  by  Tribune  Media  Services) 
and  a  finalist  for  the  Pulitzer  Prize 
last  year.  After  29  years  drawing 
cartoons  in  Portland,  Ohman  decided 
to  move  south  and  take  on  cartooning 
the  politics  and  follies  of  California’s 
dysfunctional  political  system  as  the 
Bee's  new  staff  cartoonist,  filling  the 
void  left  by  the  untimely  death  of  his 
close  fnend. 

“It’s  impossible  to  describe  the 
poignancy  of  this  moment  in  my 
career,”  Ohman  said.  “I  felt  like  Rex 
was  the  right  half  of  my  brain,  and  I 
felt  like  I  was  the  left  half  of  his.  If  I 
had  died,  I  would  have  wanted  him  to 
succeed  me  at  the  Oregonian,  because 
I  think  we  had  virtually  identical 
motifs  in  cartooning  and  very  similar 
approaches.” 

Ohman  first  met  Babin  in  1987  at 
the  annual  Association  of  American 
Editorial  Cartoonists  (AAEC)  conven¬ 
tion  in  Washington,  D.C.  Ohman, 
who  was  24  at  the  time,  had  been 
afraid  to  attend  previous  conven¬ 
tions,  because  he  had  been  handed 
longtime  Chicago  Tribune  cartoonist 
Jeff  MacNelly’s  coveted  client  list  and 


feared  an  angry  backlash  from  more- 
seasoned  cartoonists.  But  his  fear  was 
for  naught,  as  he  was  greeted  kindly 
by  eill  the  cartoonists,  and  instantly 
bonded  with  Babin,  who  was  also  at¬ 
tending  for  the  first  time. 

“I  immediately  responded  to 
Babin,”  Ohman  said.  “Not  only  was 
he  a  very  charismatic  guy  —  he  really 
thought  about  cartooning.” 

As  Ohman’s  career  wore  on,  annual 
meet-ups  at  AAEC  conventions  turned 
into  late-night  phone  calls,  often  two 
to  four  times  a  week,  during  which 
every  facet  of  art,  politics,  and  car¬ 
tooning  was  discussed  to  the  minutest 
detail.  “We  became  a  mind-melding 
cartoon  machine,”  Ohman  said,  and 
the  two  would  always  end  each  con¬ 
versation  with,  “Well,  I  love  you.” 

After  Babin  was  diagnosed  with 
cancer  and  his  condition  deteriorated, 
Ohman  spent  even  more  time  with 
his  friend.  He  was  in  Palm  Springs 
with  Babin’s  son  Sebastian  dur¬ 
ing  spring  break  when  he  learned 
of  Babin’s  death.  After  flying  home 
to  Portland,  Ohman  immediately 
headed  to  Sacramento  to  attend  what 
he  described  as  “the  most  emotion¬ 
ally  wrenching  memorial  service”  he’d 
ever  been  to. 


*  Jack  Ohman  and  Rex  Babin. 


Following  Babin’s  death,  Ohman 
became  close  with  Stuart  Leav¬ 
enworth,  the  Bee's  editorial  page 
editor.  The  two  started  talking,  and 
once  Leavenworth  got  wind  that 
Ohman  was  thinking  about  leaving 
the  Oregonian,  he  fought  hard  to 
have  Ohman  be  the  cartoonist  to  fill 
Babin’s  position. 

“Rex  had  a  really  strong  commit¬ 
ment  to  doing  local  cartoons,  and 
since  he  passed  away  it’s  been  such 
a  huge  loss  for  our  pages,”  Leaven¬ 
worth  said.  “Not  only  did  Jack  have 
a  great  relationship  with  Rex,  he’s  a 
great  cartoonist  that  is  committed  to 
coming  here  and  getting  to  know  the 
weirdness  of  Sacramento.” 

For  Leavenworth,  the  role  of  the 
editorial  cartoonist  is  more  essential 
now  to  newspapers  than  it  ever  has 
been,  and  he  knew  that  even  though 
he  would  never  be  able  to  replace 
Babin,  it  was  important  to  preserve 
the  power  and  irreverence  of  his 
voice  in  the  community. 

“Readers  not  only  miss  Rex,  they 
miss  a  local  cartoonist,”  Leavenworth 
said.  “It’s  going  to  send  a  big  jolt  of 
energy  to  our  readers  when  Jack 
starts  in  January.” 

Ohman’s  role  at  the  Bee  won’t  be 
simply  to  fill  the  vacant  hole  on  the 
paper’s  editorial  page.  Ohman  and 
Leavenworth  have  been  talking  about 
all  sorts  of  ideas  and  ways  to  use  his 
unique  skills  to  engage  and  energize 
readers,  both  online  and  in  print. 
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If  I  had  died,  I  would  have  wanted  him  to  succeed  me  at  the  Oregonian 
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the  first  day,”  Ohman  said.  “It  was  a  Rex’s  position.  I  agree  entirely  with 
tremendous  success,  and  Ill  he  doing  his  views  on  what  that  position 
stuff  like  that  for  the  Bee.”  should  be,  and  I’m  going  to  keep 

For  Ohman,  his  new  job  at  the  Bee  Rex’s  flame  burning,  and  think  about 
tracked  male  wolf  named  Jour-  j  is  much  more  than  an  opportunity  to  him  every  day  when  I  sit  down  there 

ney,  who  captivated  readers  after  j  try  his  hand  at  new  avenues  of  con-  to  draw.”  ■ 

wandering  more  that  1,000  miles  tent  creation.  Filling  the  role  vacated 

throughout  Oregon  and  California.  by  his  friend  is  more  a  mission  than  a  j 
The  campaign,  which  included  post-  job,  and  he  got  choked  up  describing  i 

ers,  bumper  stickers,  and  cartoons,  the  moment  he  walked  into  the  Bee’s  j 

was  a  hit  from  the  start  with  readers  newsroom  and  saw  Babin’s  former 
and  quickly  became  the  Oregonian’s  desk. 

fastest-selling  promotion.  “This  is  Rex’s  position,”  Ohman  I 

“The  Oregonian  broke  even  on  !  said.  “In  my  head  it  will  always  be  ! 


Rob  Tomoe  is  a  cartoonist  and 
columnist  for  Editor  &  Publisher 
and  can  be  reached  at 
robtomoe@gTnail.com. 


Ohman  has  some  experience  work¬ 
ing  outside  the  box.  During  the  2012 
election,  he  created  a  fake  political 
campaign  for  OR-7,  an  electronically- 
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The  Truth  Doesn’t 
Need  to  Be  Translated 

Sportswriters  have 
responsibility  to  hold 
even  foreign  players 
accountable 


By  Allan  Wolper 

oba  Chamberlain  is  a  good 
ole  boy  from  Lincoln,  Neb.  So 
it  was  a  blast  to  see  the  New 
York  Yankees  pitcher  on  tele¬ 
vision  a  couple  of  months  ago  laugh¬ 
ing  it  up  in  the  team’s  dugout  with 
Hiroki  Kuroda,  his  Japanese  teammate. 
Especially  since  Chamberlain  was  talking 
to  Kuroda  in  English,  without  a  translator. 

It  was  one  of  those  silent  tele\ision 
camera  pans,  but  it  made  an  impression. 
Kuroda,  like  many  other  foreign  players 
w'ho  use  translators  at  news  conferences, 
speaks  and  understands  English.  It  is  a 
situation  that  compromises  truth  telling  in 
sports  writing. 

Baseball  fans  who  w'atch  these  e.xchanges 
on  their  television  set  at  home  are  smarter 
than  they  are  given  credit.  They  can  read 
and  write.  They  use  their  team  to  try  to 
forget  the  real  w^orld  of  bills,  work,  and  cry¬ 
ing  children. 

All  they  want  is  for  their  favorite  player 
to  get  a  hit  once  in  a  while  with  the  bases 
loaded,  or  dive  in  the  stands  to  catch  a 
ball.  They  wear  the  overpriced  jersey  of  the 
player  on  their  back,  often  paid  for  with  a 
credit  card.  They  deserv’e  to  have  the  play¬ 
ers  who  si)eak  English  appear  unfiltered 
at  news  conferences  without  a  translator 
interpreting  what  those  players  say. 

The  networks  that  broadcast  the  games 
should  force  Major  League  Baseball  to 
stop  the  charade.  The  writers  who  cover 
the  teams  should  stop  complaining  only 
to  each  other  and  their  editors  about  the 
English-speaking  players  who  play  dumb 


and  use  translators.  Because  the 
translators  admit  their  job  is  not 
to  quote  the  players  directly  but  to 
interpret  w'hat  the  players  mean. 
The  Associated  Press  has  made  that 
point  in  several  of  its  stories. 

This  continues  a  trend  in  journal¬ 
ism  in  which  readers  are  mistreated 
by  the  people  they  count  on  to  hold 
public  figures  accountable,  whether 
they  hit  a  baseball  or  win  a  politi¬ 
cal  debate.  It  is  not  unlike  report¬ 
ers  who  let  presidential  candidates 
decide  which  quotes  can  be  used  in 
their  stories.  The  New  York  Times 
recently  told  its  writers  to  stop 


permitting  the  Obama  and  Romney 
campaigns  to  play  that  kind  of  ball. 

Gerrj'  Spratt,  former  deputy 
sports  editor  for  the  now  online- 
only  Seattle  Press  Intelligencer,  said 
beat  writers  covering  the  Seattle 
Mariners  were  always  grumbling 
about  Japanese  player  and  future 
Hall-of-Famer  Ichiro  Suzuki’s  use  of 
a  translator. 

“He  spoke  perfect  English,”  said 
Spratt,  now  deputy  sports  editor  of 
the  San  Francisco  Chronicle.  “He 
would  never  speak  on  the  record  in 
English,  and  that  drove  some  writers 
crazy.  He  would  also  speak  to  some 
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writers  off  the  record  in  English  and 
then  use  a  translator  afterward  at  a 
news  conference.” 

Readers  of  The  Seattle  Times  would 
periodically  complain  about  Suzuki’s 
refusal  to  speak  in  English,  but  he 
never  bent.  When  he  was  traded  last 
July  to  the  Yankees  after  more  than  11 
years  in  Seattle,  he  still  used  a  transla¬ 
tor  to  say  goodbye  to  his  fans. 

One  letter  writer  to  the  Times  ex¬ 
pressed  the  frustration  of  Seattle  fans: 
“How  do  you  hold  a  press  conference 
but  don’t  speak  any  English  to  the  fans 
after  living  here  for  11  years.  I  find  that 
disrespectful ...  Ichiro  speaks  English 
but  chooses  not  to  so  he  can  hide  be¬ 
hind  a  phony  language  barrier.” 

Susan  Slusser,  president  of  the  Base¬ 
ball  Writers  Association  of  America 
and  a  beat  writer  for  the  Oakland  Tri¬ 
bune,  said  in  a  brief  interview  that  she 
hasn’t  heard  any  complaints  from  her 
members  about  the  use  of  translation 
at  press  conferences.  Well,  it’s  about 
time  that  members  start  calling  her. 

The  argument  for  giving  foreign 
players  who  speak  poor  English  the 
right  to  use  interpreters  or  translators 
is  that  it  makes  certain  that  players  are 
quoted  as  saying  what  they  mean  and 
aren’t  misquoted.  In  this  day  of  smart¬ 
phones,  that  is  beyond  ridiculous. 

Ozzie  Guillen,  when  he  was  manager 
of  the  Chicago  White  Sox  three  years 
ago,  said  that  teams  were  hiring  trans¬ 
lators  for  Asian  players  but  were  not 
doing  the  same  for  Hispanic  players. 
As  a  result,  Spanish-speaking  players 
usually  rely  on  teammates  or  coaches 
to  translate  or  interpret  for  them. 

But  Spanish  players  who  say,  “I  don’t 
speak  English”  are  much  more  likely 
to  face  a  follow-up  question  from  a 
reporter  who  speaks  the  language. 

It  is  a  given  that  major  league  play¬ 
ers  are  trained  from  their  earliest  days 
in  competitive  sports  —  see  the  movie 
“Bull  Durham”  —  to  answer  questions 
in  sports-speak,  doing  this  or  that  for 
their  school,  their  team,  their  town. 


their  city,  or  their  country. 

Our  multiplatform  society'  is  en¬ 
couraging  public  figures  to  become 
wary  of  inquiring  minds,  whether  they 
blog  online  or  bleat  on  the  airwaves, 
no  matter  if  inquiries  are  made  in  Eng¬ 
lish,  Spanish,  or  any  other  language. 

The  realm  of  digital  sports  news  is 
controlled  by  companies  who  want 
to  keep  their  employees  under  verbal 
wraps  and  don’t  want  their  thoughts 
vetted  or  questioned  by  unfriendly 
sources. 

People  believe  what  they  see.  Televi¬ 
sion  broadcasts  that  show  players  who 
purportedly  can’t  speak  English  con¬ 
versing  in  the  dugout  and  on  the  field 
with  English-speaking  teammates  are 
delivering  a  flawed,  phony  product. 

Sportswriters  have  long  had  to  bat¬ 
tle  the  impression  that  their  section 
of  the  newsroom  is 
a  toy  department, 
but  that  impres¬ 
sion  has  changed 
in  recent  years 
with  the  hiring  of 
some  outstand¬ 
ing  investigative 
reporters. 

The  San  Fran¬ 
cisco  Chronicle 
won  a  George  Polk 
Award  for  expos¬ 
ing  the  use  of  ste¬ 
roids  in  baseball,  a 
situation  that  had 
been  ignored  by 
sportsvv'riters  for  at 
least  a  decade. 

The  sports- 
writers  who 
cover  teams  have  a 
special  obligation 
to  keep  the  trust 
of  their  readers. 

Those  readers  are 
manic  multitask¬ 
ers,  sitting  in  their 
living  room  with  a 
television  remote 


in  one  hand  and  an  online  gizmo  in 
the  other. 

They  expect  to  see  and  hear  the 
truth.  When  they  watch  a  player 
speaking  English  on  television,  then 
see  a  televised  news  conference 
featuring  a  translator,  followed  by  a 
newspaper  article  quoting  the  transla¬ 
tor,  they  know  they’re  being  had. 

And  they  have  to  .wonder  how  many 
other  stories  in  the  paper  are  using  a 
translator.  ■ 

Allan  Wolper  is  a  professor 
of  journalism  at  Rutgers- 
Neu'ark  University  and 
host/producer  of  “Conver¬ 
sations  xcith  Allan  Wolper,” 
a  broadcast  on  WBGO 
88.3,  an  NPR  affiliate  in 
the  New  York  area. 
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ABC  RELEASES  SEPTEMBER 
CIRCULATION  REPORT  >6^ 

Branded  editions  and  digitai  distribution  drive  gains 

By  Kristina  Ackermann 

With  the  latest  report  from  the  Audit  Unsurprisingly,  tliere  are  highlights  and  lowlights  in 

Bureau  of  Circulations,  the  big  story  September’s  numbers.  According  to  the  ABC,  daily  circula- 
continues  to  be  the  different  methods  tion  for  the  613  U.S.  newspapers  reporting  comparable 
newspapers  are  using  to  distribute  multiday  averages  decreased  0.2  percent,  while  circulation 

their  product.  Notably,  The  New  York  for  the  528  newspapers  reporting  comparable  Sunday  data 
Times'  daily  digital  circulation  surpassed  print  for  the  first  increased  0.6  percent.  On  average,  digital  circulation  now 
time  ever,  contributing  to  a  whopping  40.3  percent  gain  accounts  for  15.3  percent  of  newspapers’  total  circulation 

year-over-year.  Branded  editions  continue  to  be  a  boon  for  mix,  up  from  9.8  percent  in  September  2011.  Exp>ect  this 
the  likes  of  the  San  Jose  Mercury  News,  Dallas  Morning  trend  to  continue  upward  as  digital  strategies  are  tested. 

News,  and  Houston  Chronicle.  refined,  and  replicated  throughout  the  industry. 


Average  Circulation  at  the  Top  25  U.S.  Daily  Newspapers 


Preliminary  figures  as  filed  with  the  Audit  Bureau  of 
Circulations  —  subject  to  audit. 

Total 

Total  Excluding 
Branded 

1  Total 
Branded 

Total  Average 
Circulation  as 

Total  Average 
Circulation  as 

% 

Newspaper  Name 

Print 

Digital 

Editions 

Editions 

of  9/30/12 

of  9/30/11 

Change 

The  Wall  Street  Journal 

1,499,204 

794,594 

2,293,798 

2,293,798 

2,096,169 

9.4% 

USA  Today 

1,627,526 

86,307 

1,713,833 

1,713,833 

1,784,242 

-3.9% 

The  New  York  Times 

717,513 

896,352 

1,613,865  - 

1,613,865 

1,150,589 

40.3% 

Los  Angeles  Times 

454,498 

151,577 

606,075 

35,294 

641,369 

572,998 

11.9% 

New  York  Daily  News 

383,835 

146,605 

530,440 

5,435 

535,875 

605,677 

-11.5% 

San  Jose  .Mercury  News 

124.588 

43,318 

167,906 

362,093 

529,999 

527,568 

0.5% 

New  York  Post 

344,755 

178,113 

522,868 

522,868 

512,067 

2.1% 

The  Washington  Post 

434,693 

27,535 

462,228 

462,228 

507,465 

-8.9% 

Chicago  Sun-Times 

192,360 

70,932 

263,292 

169,163 

432,455 

389,352 

11.1% 

The  Denver  Post 

226,118 

176,446 

402,564 

10,1C5 

412,669 

353,115 

16.9% 

Chicago  Tribune 

388,848 

23,112 

411,960 

411,960 

425,370 

-3.2% 

The  Dallas  Morning  News 

192,345 

64,788 

257,133 

152,997 

410,130 

409,642 

0.1% 

Newsday 

278,369 

114,620 

392,989 

392,989 

404,542 

-2.9% 

Houston  Chronicle 

234,483 

91,331 

325,814 

325,814 

369,710 

-11.9% 

Tampa  Bay  Times 

218,334 

13,610 

231,944 

81,059 

313,003 

240,024 

30.4% 

The  (Newark,  N.J.)  Star-Ledger 

184,474 

127,430 

311,904 

311,904 

210,586 

48.1% 

Minneapolis  Star  Tribune 

234,475 

65,802 

300,277 

300,277 

298,147 

0.7% 

The  Philadelphia  Inquirer 

193,729 

43,224 

236,953 

59,474 

296,427 

331,132 

-10.5% 

The  (Cleveland)  Plain  Dealer 

219,509 

73,630 

293,139 

293,139 

243,299 

20.5% 

The  Orange  County  Register 

160,578 

15,273 

175,851 

109,237 

285,088 

270,809 

5.3% 

The  Arizona  Republic 

274,783 

839 

275,622 

275,622 

292,838 

-5.9% 

Las  Vegas  Review-Journal 

129,363 

13,412 

142,775 

109,399 

252,174 

213,078 

18.3% 

The  Boston  Globe 

180,919 

49,432 

230,351 

230,351 

205,939 

11.9% 

The  Oregonian 

209,083 

17,323 

226,406 

2,193 

228,599 

242,784 

-5.8% 

Honolulu  Star-Advertiser 

125,722 

29,932 

155,654 

69,319 

224,973 

178,082 

26.3% 
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Top  25  U.S.  Daily  Newspapers  with  Digital  Editions 


Preliminary  figures  as  filed  with  the  Audit  Bureau  of 

Total  Excluding  Total 

Total  Average 

Total  Average 

Circulations  —  subject  to  audit. 

Total 

Branded 

Branded 

Circulation  as 

Circulation  as 

% 

Newspaper  Name 

Print 

Digital 

Editions 

Editions 

of  9/30/12 

of  9/30/11 

Change 

The  New  York  Times 

13,089 

883,263 

8%,352 

1,613,865 

2,100,893 

1.645,152 

27.7% 

The  Wall  Street  Journal 

794,594 

794,594 

2,293,798 

1,070,290 

911,564 

17.4% 

New  York  Post 

28,659 

149,454 

178.113 

522,868 

%2,192 

905,920 

6.2%  ' 

The  Denver  Post 

44,116 

132,330 

176,446 

412,669 

766,561 

781,128 

-1.9%  , 

Los  Angeles  Times 

23,992 

127,585 

151,577 

641,369 

700,649 

374,653 

S7.0% 

New  York  Daily  News 

29,072 

117,533 

146,605 

535,875 

694,228 

639,350 

8.6% 

The  (Newark,  N.J.)  Star-Ledger 

15,892 

111,538 

127,430 

311,904 

674,751 

846,019 

-20.2% 

Nevi'sday 

114,620 

114,620 

392,989 

655,647 

667,638 

-1.8% 

Lxk  Angeles  Investors  Business 
Daily 

46,075 

51,696 

97,771 

156,767 

651,337 

602,566 

8.1% 

Houston  Chronicle 

69,595 

21,736 

91,331 

325,814 

604,184 

538,133 

12.3% 

USA  Today 

69,006 

17,301 

86,307 

1,713,833 

586,293 

410,022 

43.0% 

Detroit  Free  Press 

82,863 

1,941 

84,804 

215,401 

578,657 

543,633 

6.4% 

The  (Cleveland)  Plain  Dealer 

10,106 

63,524 

73,630 

293,139 

483,556 

472,206 , 

2.4% 

Chicago  Sun-Times 

20,207 

50,725 

70,932 

432,455 

471,662 

476,723 

-1.1% 

St  Paul,  Minn.  Pioneer  Press 

55,788 

11,372 

67,160 

195,333 

468,559 

482,457 

-2.9% 

Minneapolis  Star  Tribune 

47,222 

18,580 

65,802 

300,277 

449,363 

403,945 

11.2% 

The  Dallas  Morning  News 

64,788 

64,788 

410,130 

442,274 

333,601 

32.6% 

San  Francisco  Chronicle 

27,931 

28,119 

56.050 

212,550 

434,043 

379,673 

14.3% 

The  Boston  Globe 

9,028 

40,404 

49,432 

230,351 

408,677 

400,506 

2.0% 

Salt  Lake  City  Deseret  News 

14,882 

32,829 

47,711 

91,639 

387,547 

397,764 

-2.6% 

San  Jose  Mercury  News 

35,061 

8,257 

43,318 

529,999 

379,375 

403,229 

-5.9% 

The  Philadelphia  Inquirer 

25,572 

17,652 

43,224 

296,427 

372,541 

360,186 

3.4% 

The  Detroit  News 

39,992 

347 

.40,339 

121,492 

351,682 

368,723 

-4.6% 

The  (Riverside,  Calif.)  Press- 
Enterprise 

30,351 

9,506 

39,857 

126,585 

343,880 

333,937 

3.0% 

Milwaukee  Journal  Sentinel 

38,499 

38,499 

207,066 

339,465 

344,120 

-1.4% 

Average  Circulation  at  the  Top  25  U.S.  Sunday  Newspapers 


Preliminary  figures  as  filed  with  the  Audit  Bureau  of 
Circulations  —  subject  to  audit. 

Total 

Total  Excluding  Total 
Branded  Branded 

Total  Average 
Circulation  as 

Total  Average 
Circulation  as 

% 

Newspaper  Name 

Print 

Digital 

Editions 

Editions 

of  9/30/12 

of  9/30/11 

Change 

The  New  York  Times 

1.250,077 

850,816 

2,100,893 

2.100,893 

1,645,152 

27.7% 

Houston  Chronicle 

411,751 

71,514 

483,265 

587,025 

1,070,290 

911,564 

17.4% 

Los  Angeles  Times 

809,176 

153,016 

%2,192 

%2,192 

905,920 

6.2% 

Chicago  Tribune 

733,981 

32,580 

766,561 

766,561 

781,128 

-1.9% 

The  Dallas  Morning  News 

296,466 

64,774 

361,240 

339,409 

700,649 

374,653 

87.0% 

Detroit  Free  Press 

435,996 

6,032 

442,028 

252,200 

694,228 

639,350 

8.6% 

The  Washington  Post 

651,428 

23,323 

674,751 

674,751 

846,019 

-20.2% 

New  York  Daily  News 

460,255 

146,289 

606,544 

49,103 

655,647 

667,638 

-1.8% 

San  Jose  Mercury  News 

185,349 

22,813 

208,162 

443,175 

651,337 

602,566 

8.1% 

The  Denver  Post 

388,374 

149,097 

537,471 

66,713 

604,184 

538,133 

12.3% 

The  Atlanta  Journal-Constitution 

350,989 

3,851 

354,840 

231,453 

586,293 

410,022 

43.0% 

Minneapolis  Star  Tribune 

476,573 

42,172 

518,745 

59,912 

578,657 

543,633 

6.4% 

The  Arizona  Republic 

433,663 

807 

434,470 

49,086 

483,556 

472,200 

2.4% 

Newsday 

341,845 

129,817 

471,662 

471,662 

476,723 

-1.1% 

The  Philadelphia  Inquirer 

385,880 

59,661 

445,541 

23,018 

468,559 

482,457 

-2.9% 

The  (Cleveland)  Plain  Dealer 

315,978 

73,162 

389,140 

60,223 

449,363 

403,945 

11.2% 

The  (Newark,  N.J.)  Star-Ledger 

300,076 

114,662 

414,738 

27,536 

442,274 

333,601 

32.6% 

New  York  Post 

270,526 

163,517 

434,043 

434,043 

379,673 

14.3% 

Chicago  Sun-Times 

186,182 

71,200 

257,382 

151,295 

408,677 

400,506 

2.0% 

The  Orange  County  Register 

294,640 

7,236 

301,876 

85,671 

387,547 

397,764 

-2.6% 

Tampa  Bay  Times 

366,703 

12,672 

379,375 

379,375 

403,229 

-5.9% 

The  Boston  Globe 

323,345 

49,196 

372,541 

372,541 

360,186 

3.4% 

San  Diego  Union-Tribune 

272,957 

8,771 

281,728 

69,954 

351,682 

368,723 

-4.6% 

The  Seattle  Times 

288,292 

26,190 

314,482 

29,398 

343,880 

333,937 

3.0% 

San  Antonio  Express-News 

226,281 

9,593 

235,874 

103,591 

339,465 

344,120 

-1.4% 

28  1  EftP  1  DECEMBER  2012 


^  Pace  of  aid  quickens^ 
XYSM»,f0r  hungry  Hakianjj 


NATIONALISM 


study  shows  mainstream 
and  ethnic  media  face  simiiar 
chaiienges 

By  Tsitsi  D.  Wakhisi 

Nearly  three  years  after  a 

devastating  earthquake  left 
Haiti  in  shambles,  news  from 
the  country  continues  to  grab 
sporadic  headlines  in  the  mainstream  media. 
They  highlight  Haiti’s  many  challenges, 
including  continuing  tragedies  related  to  weath¬ 
er,  the  economy,  politics,  and  disease. 

Quietly,  and  mostly  on  shoestring  budgets,  Haitian  media  in 
greater  Miami  are  covering  news  of  Haiti  beyond  its  catastro¬ 
phes.  Catering  to  America’s  largest  concentration  of  Haitian 
immigrants  and  their  olfspring,  emergent  ethnic  media  are 
reaching  out  to  a  South  Florida  audience  longing  to  connect  to 
their  homeland  —  and  the  new  land. 

The  Haitian  media’s  efforts  are  documented  in  a  University  of 
Miami  study  released  earlier  this  year.  The  study  looks  at  the 
uses  and  practices  of  Haitian  media  in  Greater  Miami  —  from 
newspapers  and  radio  to  TV  shows  and  websites. 

The  study,  funded  by  the  Robert  R.  McCormick  Foundation, 
also  looks  at  how  news  producers  are  coping  with  huge  eco¬ 
nomic  challenges  and  their  efforts  to  compete  for  shrinking 
advertising  dollars  and,  for  newspapers,  a  shrinking  readership. 
“The  study  is  about  the  dos  and  don’ts,  successes  and  failures 
that  we  found  in  studying  the  Haitian  media  market  in  south 


Florida,”  said  Yves  Colon,  a  professional  journalist  and  lecturer 
at  UM  who  worked  on  the  study,  titled  “Haitian  Community 
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“The  study  is  a  way 
for  people  who  are 
interested  to  set  up 
better  guidelines 
for  Haitian 
journalists  and 
producers” 


►  Yves  Colon 

Professional  journalist  and  lecturer  at  UM 


Media  in  Miami:  Transnational  Audi¬ 
ences,  Journalists,  and  Radio  Pro¬ 
grammers.” 

Colon,  along  with  Lilia  Santiague,  an 
instructor  at  Indiana  State  University, 
conducted  nearly  100  interviews  in 
Miami  from  August  2008  through 
June  2009,  and  for  10  days  following 
Haiti’s  2010  earthquake.  Sixteen  Mi¬ 
ami-based  journalists  and  other  media 
producers  also  were  interviewed 
before  and  after  the  earthquake. 

According  to  the  report.  Creole  and 
French-language  media  play  a  dual 
role  in  helping  Haitian  residents  in 
their  transition  to  south  Florida  and 
the  United  States  while  keeping  them 
informed  about  what  is  happening  in 
Haiti. 

Ethnic  media  also  contribute  to  an 
individual’s  greater  emotional  well¬ 
being,  said  Sallie  Hughes,  the  study’s 
lead  author  and  an  associate  professor 
in  UM’s  journalism  and  media  man¬ 
agement  department. 

“There  are  emotional  and  psycho¬ 
logical  benefits  of  this  media  for  a 
linguistic  audience  for  some  segments 
who  feel  marginalized,”  Hughes  said. 


“Economically  successful  Haitians  will 
integrate,  but  there  are  others  who  will 
draw  upon  the  media  for  emotional 
support  during  transition.” 

Haitian  media  offerings  have  grown 
over  the  past  three  decades  to  keep 
pace  with  the  burgeoning  Haitian 
population  in  south  Florida,  which 
hovers  at  about  400,000  in  Miami- 
Dade  and  Broward  counties.  They 
include  Creole-language  AM  radio 
programming  available  any  time  of 
the  day,  two  Creole-language  televi¬ 
sion  companies,  the  local  NBC  affili¬ 
ate  broadcast  news,  and  other  daily 
programming  on  three  cable  chan¬ 
nels.  Two  locally  based  newspapers 
produced  primarily  in  French  also  are 
available,  and  a  website  that  offers' 
news,  entertainment,  and  cultural 
happenings  gives  a  young  Haitian 
audience  a  way  to  stay  connected  and 
informed  online. 

But  young  adult  Haitians  interviewed 
for  the  study  say  they  rarely  rely  on 
the  local  Haitian  media  for  their  news. 
When  former  President  Bill  Clinton 
and  Secretary  of  State  Hillary  Clin¬ 
ton  inaugurated  a  new  $300  million 


industrial  park  in  Haiti  in  October, 
UM  student  Steve  Pierre  followed  the 
developments  via  a  Miami  Herald 
reporter’s  Twitter  feed. 

A  junior  majoring  in  electronic 
journalism  and  sports  administra¬ 
tion,  Pierre  said  he  did  not  have  time 
to  read  the  print  or  online  version  of 
Jacqueline  Charles’  story  about  the 
Caracol  Industrial  Park,  a  partly  U.S.- 
financed  initiative  that  promises  to 
provide  65,000  jobs. 

“In  college,  we  are  on  Twitter  and 
Facebook.  It’s  a  quick  way  to  get  up¬ 
dated  on  what’s  going  on,”  said  Pierre, 
22.  “It’s  not  a  full  grasp,  but  you  get 
the  main  idea.” 

Pierre  represents  thousands  of  typi¬ 
cal  young  Haitian  adults  who  have 
grown  up  speaking  Haitian  Creole  at 
home  but  English  elsewhere.  Unlike 
most  of  their  parents  or  grandpar¬ 
ents  —  first-generation  immigrants 
—  younger  Haitians  don’t  listen  to 
the  Creole-language  programming 
on  radio  talk  shows  and  cable  TV; 
they  don’t  read  the  news  available  in 
Creole  or  French. 

Pierre  said  he  could  not  pinpoint 
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why  he  does  not  read  Haiti  en  Marche 
or  Le  Floridien,  the  area’s  two  locally 
produced  newspapers.  Neither  does 
he  listen  to  popular  radio  host  Nelson 
“Piman  Bouk”  Voltaire,  who  fills  the 
airwaves  with  his  owm  fiery  brand  of 
political  commentary.  And  Sorbonne- 
educated  journalist  Alex  St.  Surin, 
whose  show  on  Radio  Mega  offers  the 
largest  Creole-language  news  opera¬ 
tion  in  Miami,  is  not  on  Pierre’s  radio 
preset. 

“It’s  kind  of  weird,”  Pierre  said.  “If 
anything  major  happens  in  the  region, 
I  will  read  about  it  in  The  Herald”  he 
said,  “or  find  out  from  my  parents.” 

In  the  study,  UM  researchers  found 
that  language  ability  plays  a  decisive 
role  in  whether  Haitian  Americans 
go  to  Creole-language  news  sources 
or  rely  on  mainstream  news,  which, 
in  Miami,  includes  English-  and  . 
Spanish-language  publications  and 
programming. 

Creole  speakers  depend  on  Creole- 
language  media,  while  bilinguals  use 
Creole-language  media  primarily 
to  help  maintain  a  Haitian  ethnic 
identity.  They  use  a  mix  of  media  to 
stay  informed  about  the  new  land, 
homeland,  and  ethnic  community. 
They  also  incorporate  elements  of  a 
pan-racial  black  American  worldv;ew 
and  identity. 

Marie  Alexis,  47,  is  a  single  parent 
who  works  two  custodial  jobs.  Origi¬ 
nally  from  Haiti,  she  has  raised  three 
children  in  Miami,  all  of  whom  have 
attended  college.  Alexis  is  a  frequent 
listener  of  HOT  105  (WHQT-FM),  a 
predominantly  music-based  radio  sta¬ 
tion  that  offers  national  black  enter¬ 
tainment  and  information  program¬ 
ming. 

When  she  first  moved  to  Miami  30 
years  ago,  Alexis  kept  her  radio  tuned 
to  the  Haitian  radio  talk  shows.  Now 
she  is  a  convert  to  black  radio  pro¬ 
gramming,  her  primary  source  of  news 
and  music  entertainment.  Alexis  said 


she  had  not  heard  of  the  new  indus¬ 
trial  plant  that  opened  in  Haiti.  And 
when  she  wants  to  be  in  the  know 
about  events  in  her  homeland,  she 
said  she  does  not  turn  to  mainstream 
or  Haitian  media. 

“My  friends  tell  me;  my  sister  tells 
me;  people  I  work  with  tell  me;  and 
sometimes  my  son  goes  online  and 
gives  me  the  news,”  Alexis  said. 

Within  one  household,  each  member 
may  have  a  different  way  of  consum¬ 
ing  news.  Haitians  cannot  be  seen  as  a 
monolithic  group  of  news  consumers, 

'  study  respondents  said. 

■  “My  parents  listen  to  the  Creole  radio 
stations,”  Pierre  said.  Both  in  their 
50s,  the  couple  moved  to  Miami  in 
the  early  1980s.  “My  older  sister  pays 
more  attention  to  the  Haitian  media 
than  either  my  brother  or  I,”  he  added. 

Many  of  the  Haitians  interviewed  for 
the  study  faulted  mainstream  media 
for  not  providing  consistent  coverage. 
“Who  talks  about  the  progress,  the 
successes?”  they  asked. 

Pierre,  w'ho  assisted  UM  researchers 
on  the  study  after  the  earthquake,  said 
respondents  were  disappointed  with 
mainstream  coverage  of  Haiti  and 
Haitian  Americans. 

“They  were  dissatisfied  that  the  me¬ 
dia  were  not  covering  every  angle  of  a 
story.  When  that  happened,  they  went 
back  to  Haitian  media,”  Pierre  said. 

“Where  CNN  would  report  for  two 
minutes.  Island  TV  would  offer  20,” 
said  Tamara  Philippeaux,  who  has 
run  the  cable  program  Island  TV  with 
her  husband,  Robert  Philippeaux, 
since  1996-  The  couple  buys  six  hours 
of  airtime  daily  from  Comcast  and 
offers  news,  entertainment,  and  news 
features  mostly  in  Creole. 

What  media  producers  need  are  re¬ 
sources,  the  couple  said.  “We  have  the 
:  audience  glued  to  the  TV  for  the  sta¬ 
tion’s  comprehensive  coverage;  then 
i  we  go  off  the  air  at  midnight,”  Tamara 
Philippeaux  said. 


Lack  of  financial  resources  is  one  of 
three  broad  areas  that  plague  Haitian 
media,  study  respondents  said.  The 
others  are  quality  of  content,  includ¬ 
ing  veracity,  variety,  and  standards  of 
technical  production,  and  a  commit¬ 
ment  to  transparency,  autonomy,  and 
public  service. 

For  their  part,  Haitian  media  pro¬ 
ducers  complain  that  they  cannot  pro¬ 
vide  the  kind  of  quality  and  coverage 
they  would  like,  because  advertising 
dollars  are  tight. 

Robert  Philippeaux  bristles  over  the 
lack  of  advertising  from  non-Haitian 
businesses. 

“It’s  important  for  any  business  to 
understand  that  in  south  Florida  we 
are  a  trilingual  community.  Anyone 
who  is  smart  w  ould  target  this  com¬ 
munity,”  he  told  UM  researchers,  a 
sentiment  echoed  by  other  Haitian 
media  producers  in  south  Florida. 

The  study  summarizes  the  frustra¬ 
tions  of  news  consumers  and  produc¬ 
ers,  and  makes  recommendations  for 
improvement,  Colon  said. 

“The  study  is  a  way  for  people  who 
are  interested  to  set  up  better  guide¬ 
lines  for  Haitian  journalists  and 
producers,”  Colon  said. 

The  study  suggests  the  creation  of  a 
nonprofit  Haitian  Media  Association 
made  up  of  journalists  and  represen¬ 
tatives  of  Haitian  nongovernment 
organizations  that  focus  on  com¬ 
munity  service  and  local  educational 
enterprise. 

The  association  could  organize  a 
common  newsgathering  and  dis¬ 
semination  plan,  promote  and  offer 
sector-wide  advertising  to  large  clients 
and  advertising  agencies  that  feature 
a  range  of  Haitian  media,  create  joint 
marketing  research  and  marketing 
campaigns,  and  identify  and  run  joint 
training  and  education  programs. 

To  read  the  fiill  report,  go  to 
haitiancommunityTnedia.org.  ■ 

Tsitsi  D.  Wakhisi  is  a  co-author 
of  the  report  Haitian  Community 
Media  in  Miami  and  associate 
professor  of  journalism  at  the 
University  of  Miami.  She  can  be 
reached  at  twakhisi@  miami.edu. 
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t’s  becoming  an  increasingly  common  announce¬ 
ment:  ""Eagle  Introduces  Digital  Subscription 
Plan,”  “The  Star  to  Launch  Digital  Subscription,” 
""Tribune  Sets  Paywall  on  Some  Content  at  $14.99 
per  Month,”  and  on  and  on.  As  the  business  model  evolves, 
newspaper  executives  are  taking  a  closer  look  at  charging 
for  their  online  content,  whether  it’s  through  a  paywall  or  a 
metered  subscription. 


Many  large  papers  are  reporting  success 
with  digital  subscriptions.  In  October, 
Financial  Times  owner  Pearson  reported 
that  during  the  first  nine  months  of  2012, 
digital  subscriptions  increased  17  per¬ 
cent  to  313,000.  The  Wall  Street  Journal 
reported  that  it  had  about  537,000  digital 
subscribers  as  of  last  fall,  with  80,000 
of  them  reading  versions  for  tablets, 
smartphones,  or  e-readers,  while  the  rest 
received  the  online  edition. 

But  the  most  talked-about  pay  model  is 
that  of  The  New  York  Times.  In  October, 
The  New  York  Times  Co.  reported  total 
average  digital  circulation  was  896,352  daily 
(up  136  percent  year-over-year)  and  850,816 
Sunday  (up  129  percent).  Those  numbers  in¬ 
clude  all  paid  and  verified  digital  subscription 
copies  as  well  as  paid  subscriptions  to  replica 
editions  on  e-readers,  including  Amazon’s 
Kindle  and  Barnes  &  Noble’s  Nook. 

Whether  you  call  it  a  paywall,  a  meter,  or 
a  digital  subscription,  is  it  time  for  pub¬ 
lishers  to  start  embracing  this  paid  model 
as  a  revenue  generator? 

Members  only 

Some  news  organizations  are  treating 
their  digital  strategy  like  a  velvet  rope, 
offering  subscribers  (or  “members,”  as 
they’re  called)  exclusive  items,  from  free 
concert  tickets  to  members-only  events. 

The  Day  in  New  London,  Conn., 
launched  its  pay  model  in  September 
2011.  “Our  senior  management  group 
wanted  to  find  something  that  was 
consumer-focused  and  could  generate 
revenue  growth,”  said  director  of  market¬ 
ing  and  audience  development  Daniel 
Williams. 


The  result  was  a  Web-based  rewards 
program  called  The  Day  Passport,  which 
provides  exclusive  access  to  discounts, 
giveaways,  and  member  events  at  lo¬ 
cal  venues  and  attractions.  To  become  a 
member,  subscribers  can  pick  from  three 
print  or  online  membership  options,  or 
a  digital-only  membership  that  ranges 
from  $9.99  to  $22.99  per  month.  The  Day 
allow’s  10  free  premium  articles  a  month 
before  visitors  are  asked  to  subscribe. 

A  year  after  launch,  Williams  said 
the  program  has  generated  more  than 
1,000  digital-only  members  and  around 
$100,000  in  revenue. 

“For  100  years,  we’ve  depended  on  the 
address  deliverv'  model,  based  on  where 
you  live  and  the  household,”  Williams 
said.  “Now  we  know  about  the  individuals 
inside  the  home.” 

Williams  said  the  meter  model  is  a 
long-term  business  strategj’  for  the  com¬ 
pany.  “This  is  a  grovvth  model  for  us.  It’s 
changed  over  the  last  eight  to  10  years, 
when  we  were  directly  monetizing  the 
audience.  Now  we’re  indirectly  monetiz¬ 
ing  them  based  on  user  profiles.  We’re 
shifting  away  from  the  address  profile, 
and  now  advertising  is  based  on  the  data 
from  these  users  and  readers.” 

He  said  publishers  are  still  struggling 
with  how'  to  create  a  single  sign-on  —  one 
profile  that  follows  a  reader  across  differ¬ 
ent  platforms.  By  working  with  a  partner 
such  as  Clickshare  (clickshare.com).  The 
Day  is  able  to  provide  that  option. 

Based  in  Amherst,  Mass.,  Clickshare 
was  founded  more  than  10  years  ago  as  a 
single  sign-on  provider.  Since  then,  it  has 
added  metered  access  to  its  list  of  services. 


editorandpublisher.com 


DECEMBER  2012  |  E»P  |  33 


!j 


►  Per  Buer,  Vanish  Software 


Clickshare  currently  works  with  more 
than  tw'o  dozen  newspapers. 

Director  of  business  development  Greg 
Smith  said  the  majority  of  publishers 
are  looking  for  flexibility,  as  well  as  the 
ability  to  see  who  their  real  custom¬ 
ers  are,  as  opposed  to  “fly-by”  readers. 
“They’re  looking  at  retaining  their 
customer  base.” 

The  (Charleston,  S.C.)  Post  and  Courier 
also  has  a  membership  model,  which 
launched  in  May.  The  paper  offers 
several  membership  options,  includ¬ 
ing  a  digital-only  subscription  for  $10 
per  month.  The  Post  and  Courier  set 
its  meter  at  five  free  page  views  before 
asking  visitors  to  subscribe.  By  setting  a 
low  meter,  director  of  audience  develop¬ 
ment  Steve  Wagenlander  said  it  allows 
the  paper  to  “catch  more  fish.” 

“Readers  get  to  know  the  content  first 
instead  of  hitting  a  hard  paywall,”  he 
said.  “After  sLx  months,  we’ve  caught 
more  fish  than  those  with  a  higher 
meter  (based  on  collected  data  from  af¬ 
filiates).  It  shows  people  are  saying  ‘yes’ 
more  at  the  Post  and  Courier.” 

Wagenlander  said  the  paper  has  1,175 
digital-only  subscriptions,  and  he  antici¬ 
pates  that  number  to  rise  to  1,500  in  a 
year.  He  added,  “The  biggest  change  I’ve 
seen  is  that  members  feel  good  about 
spending  money  with  us.” 

Members-only  events  have  played  a  big 
role  in  the  Post  and  Couriers  transfor¬ 
mation.  Wagenlander  said  the  paper  has 
hosted  several  free  public  events,  includ¬ 
ing  renting  out  the  local  aquarium  for 
1,200  members  with  free  food  and  mu¬ 
sic;  a  giveaw'ay  to  attend  an  “American 
Idol”  tour  concert;  tickets  to  see  a  local 
production  of  “The  Wizard  of  Oz”  with 
cast  photos;  and  a  food  truck  rodeo. 

“It’s  a  thank  you  for  being  a  reader 
and  creates  a  lot  of  goodwill,”  Wagen¬ 
lander  said. 

Member  benefits  also  include  home 
deliverv’  of  the  printed  paper,  full  access 
to  pHjstandcourier.com,  unlimited  access 
to  the  iPad  app  and  mobile  apps.  Post 


and  Courier  magazines,  access  to  the 
e-edition,  complimentary  text  message 
alerts,  email  newsletters,  and  a  Kindle 
subscription. 

The  Toronto  Star  recently  announced 
it  would  launch  paid  digital  subscrip¬ 
tions  in  2013.  Although  details  on  how 
to  register  and  how  much  the  paper  will 
charge  are  still  forthcoming,  director  of 
community  relations  and  communica¬ 
tions  Bob  Hepburn  said  it  would  be  a 
metered  model. 

Currently,  the  Star  offers  a  product 
bundle  that  includes  an  ePaper  (digital 
replica)  subscription  powered  by  News- 
paperDirect  and  a  Kobo  Vox  e-reader 
for  $12.99  per  month  if  the  consumer 
signs  an  18-month  contract.  Accord¬ 
ing  to  consumer  marketing  manager 
Nadine  Chevolleau,  there  is  an  early 
cancellation  fee,  but  the  e-reader  does 
not  have  to  be  returned.  The  Star  does 
not  promote  the  ePaper  on  its  w'ebsite, 
but  Chevolleau  said  the  results  have 
seen  a  nice  lift  in  consumer  revenues. 

Chev'olleau  said  the  paper  launched  the 
bundle  slowly,  first  targeting  existing 
w’eekend  customers  and  allowing  them 
seven-day  access  with  the  ePaper.  She 
said  another  small  mailing  was  sent  to 
households  outside  Toronto  who  didn’t 
have  access  to  seven-day  delivery,  and 
the  response  rate  was  better.  Another 
mailing  to  former  subscribers  is  also  in 
the  works. 

Chevolleau  said  150  e-readers  have 
been  distributed  so  far. 


►  Phillip  Crawley,  Globe  and  Mail 


Valuable  content 

Publishers  have  offered  free  content 
online  since  the  dawm  of  the  Internet, 
but  many  are  reversing  this  stance  now' 
that  digital  readership  shows  signs  of 
overtaking  print  readership. 

Toronto’s  Globe  and  Mail  launched  its 
digital  subscription  serv'ice.  Globe  Un¬ 
limited,  in  late  October.  Visitors  to  glo- 
beandmail.com  can  access  10  free  pieces 
of  Globe  and  Mail  content  per  month 
before  being  asked  to  subscribe.  Globe 


*  Dennis  Francis,  Honolulu 
Star-  Advertiser 
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►  Steven  Brill,  Press* 


“A  paywall  is  like 
diving  off  a  cliff 
without  knowing  if 
the  bottom  is  too 
deep;  too  rocky,  or 
too  cold.  A  meter 
is  like  walking  into 
the  shallow  end  of 

a  pool  ”  —  Steven  Brill,  Press* 


Unlimited  is  available  at  no  additional 
cost  for  five-  or  six-day  home  delivery 
subscribers,  and.it  is  discounted  to 
$4.99  for  partial-week  home  delivery 
subscribers.  For  non-subscribers,  a 
Globe  Unlimited  trial  is  available  for  99 
cents  for  the  first  month,  after  which 
the  cost  is  $19-99  per  month. 

Publisher  and  chief  executive  officer 
Phillip  Crawley  said  the  paper  already 
offers  Globe  to  Go,  the  digital  replica 
of  the  paper,  and  Globe  Investor  Gold, 
an  online  portal  to  stock  performance 
analysis.  Globe  Investor  Gold  was 
founded  10  years  ago,  and  members 
pay  $15  per  month  for  access.  Accord¬ 
ing  to  Crawley,  the  service  has  15,000 
subscribers. 

“We  already  had  a  digital  revenue 
stream,”  he  said.  “But  w'e  believed  that 
type  of  revenue  could  work  on  a  broad¬ 
er  base  than  with  a  niche  w  ebsite.” 

While  in  the  research  phase,  Crawley 
said  the  Globe  and  Mail  looked  at  other 
paid  models,  such  as  the  Financial 
Times,  Wail  Street  Journal,  and  New 
York  Times,  and  tested  price  sensitivity 
with  user  groups. 

“In  Canada,  there  is  a  shift  with 
consumers  and  how  they  consume 
content,”  he  said.  “We  see  a  growth  in 
tablets,  which  is  a  popular  option  now. 
Our  readership  comes  from  higher 
incomes  and  education,  and  they  are 
early  adapters  of  new  devices  ...  this 
can  improve  delivery  and  add  new 
content  and  tools.” 

A  subscription  to  Globe  Unlimited 
includes  access  to  the  subscriber-only 
Dashboard,  a  new  tool  to  personalize 
each  reader’s  news  experience.  Digital 
subscribers  also  get  access  to  exclusive 
content,  such  as  the  new  Streetwise 
column,  providing  up-to-the-minute 
developments  arid  news  on  the  finan¬ 
cial  markets,  and  ROB  Insight,  a  new 
feature  providing  business  readers  with 
an  early  jump  on  the  stories  unfolding 
each  day. 

Before  the  launch.  Globe  Unlimited 
was  heavily  promoted  in  print,  online, 
on  television,  and  on  the  radio.  The 
marketing  campaign  also  included  a 
wrap  that  took  over  the  Oct.  22  paper, 
the  day  the  service  launched. 

With  an  impending  move  to  a  new 
building  in  2015,  Crawley  said  that 


having  the  metered  model  has  forced 
the  paper  to  think  ahead  in  a  construc¬ 
tive  w'ay.  “We  want  to  ramp  up  video 
production  and  put  in  a  video  studio, 
where  we  can  produce  and  edit  our 
own  v  ideos,”  he  said.  “It  will  be  another 
good  source  of  ad  revenue  and  a  pay- 
w^all  incentive.” 

The  Daily  Herald  in  Arlington 
Heights,  Ill.,  was  the  first  Chicago- 
area  newspaper  to  charge  regularly  for 
digital  access.  The  paper  launched  its 
metered  model.  Subscriber  Total  Ac¬ 
cess,  in  September  2011. 

Kelly  Bolyard,  assistant  vice  president 
and  director  of  interactive  media/digi¬ 
tal  development,  said  print  subscribers 
pay  an  additional  $1  per  week  for  their 
current  subscription,  while  digital-only 
subscribers  pay  $7-99  a  month  for  un¬ 
limited  access  to  Daily  Herald  digital 
platforms.  Non-subscribers  are  limited 
to  10  page  views  a  month  without  pay¬ 
ing  for  digital  access. 

Bolyard  said  the  paper  rolled  out 
phase  two  in  October,  offering  a  99- 
cent  trial  for  the  first  month  and  $7.99 
for  the  second  month.  “We’ve  seen 
good  movement,”  she  said. 

“To  launch  and  survive  in  a  competi¬ 
tive  market  is  a  win  for  us  financially,” 
Bolyard  said.  “We’ve  increased  our 
circulation  revenue  and  seen  digital 
growth.” 

In  Europe,  Norw^egian  newspaper  Fcp- 
drelandsvennen  {FVN)  implemented 
Varnish  Softw^are’s  paywall  service  in 
May.  Varnish  (vamish-softw'are.com)  is 
based  in  Oslo,  Norway  and  works  pri¬ 
marily  in  the  Scandinavian  market  with 
Norwegian  new'spapers.  The  company 
currently  has  60  clients. 

Varnish  chief  executive  officer  Per 
Buer  said  “FkWhad  been  experiencing 
an  increasing  slump  in  the  number  of 
online  readers  for  several  years  before 
they  deployed  the  Varnish  pavwall 
solution  with  great  results.  Once 
deployed,  the  solution  met  all  of  FVNs 
requirements  while  maintaining  the 
website’s  optimal  performance  and 
scalability.” 

According  to  a  case  study,  the  goal  of 
FVNs  online  management  team  was  to 
make  more  quality  material  available  to 
existing  subscribers  while  making  less 
content  available  for  non-subscribers. 
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“The  effect  of  launching  the  Varnish 
pa\Avall  has  surpassed  all  our  expecta¬ 
tions,”  said  Christian  Stavik,  editor-in- 
chief  of  FVN's  online  edition.  “We  are 
already  seeing  a  great  return  on  invest¬ 
ment,  as  the  number  of  subscribers  has 
giowTi  by  2  percent,  and  we  are  also 
selling  more  of  our  paper  edition.” 

Go  hard? 

Once  a  publi.sher  figures  out  if  a  digital 
subscription  service  is  necessary',  the 
next  question  is  whether  to  go  with  a 
hard  pav^vall  or  a  metered  model. 

More  than  350  publications,  including 
the  already-mentioned  Post  and  Courier 
and  Daily  Herald,  use  Press+  (mvpress- 
plus.com),  a  service  of  RR  Donnelley, 
for  their  metered  models.  (Disclosure: 
E&P  is  a  Press+  client.)  Based  in  New 
York  City,  Press+  launched  in  2010. 

Co-founder  Steven  Brill  sani  he  be¬ 
lieves  that  publications  lose  their  voice 
when  they  put  up  a  hard  payvvall.  The 
Press+  staff  doesn’t  even  use  the  term 
“pavwall,”  he  said. 

Brill  explained  the  difference:  “A 
pavAvall  is  like  diving  off  a  cliff  without 
knowing  if  the  bottom  is  too  deep,  too 
rocky,  or  too  cold.  A  meter  is  like  walk¬ 
ing  into  the  shallow  end  of  a  pool.” 

Co-founder  Gordon  Crovitz  said  data 
has  ended  the  debate  among  publish¬ 
ers  over  w'hether  they  should  charge 
for  content.  “Data  shows  there  is  no 
dowTiside,”  he  said.  “We  learn  from 
the  data  w’here  to  start,  how'  much 
to  charge,  w'hat  is  the  best  approach, 
or  to  bundle.” 

He  added,  “It  became  v'erj'  clear  after 
the  meter  that  publishers  were  seeing 
online  revenue  w'hile  selling  additional 
ads  and  keeping  their  audience.” 

The  company  hosts  quarterly  meetings 
with  publication  affiliates,  where  Brill 
said  real  numbers  are  shared  among 
colleagues.  He  said  that  in  the  classic 
business  model,  which  includes  both 
circulation  and  advertising,  a  paywall 
leads  to  lost  advertising  revenue.  But,  if 


a  metered  model  is  set  at  10  free  page 
view's,  visitors  see  a  welcome  message  at 
the  first  page  view.  At  eight  page  views, 
a  w  arning  might  pop  up  with  how  many 
more  views  are  available. 

“If  they  get  to  10,  that’s  a  loyal  reader 
of  the  w'ebsite,”  Brill  said.  “They’re 
the  most  committed,  the  most  likely 
to  say  yes,  but  with  a  w'all,  the  reader 
is  immediately  asked  to  pay  when  all 
they  wanted  was  to  read  the  story  first. 
There’s  a  psychologj'  to  it.” 

When  Wagenlander  attended  an  af¬ 
filiates  meeting,  he  saw  that  the  Press+ 
staff  was  thinking  digitally.  “That’s  w'hat 
newspapers  need  w'hen  they’re  thinking 
of  subscriptions.  (Press+)  is  relying  on 
our  content  and  they  are  providing  a 
skill  set  w'e  need.  It’s  refreshing  to  have 
that  in  a  partner,  someone  who  is  im¬ 
mersed  in  the  digital  space.” 

On  the  other  end  of  the  spectrum  is  the 
Honolulu  Star-Advertiser.  The  paper 
began  charging  for  its  online  content 
in  August  2011  under  a  hard  pav'vvall. 
Wliile  some  stx:tions  remain  free,  there 
is  a  charge  to  read  premium  content. 
Online  visitors  are  given  the  first  few 
lines  of  a  stoiy,  but  to  read  it  entirely, 
the  reader  must  sign  up  for  a  digital 
subscription. 

Publisher  Dennis  Francis  said  that 
during  the  six  months  of  research,  the 
paper  looked  at  free  websites  and  me¬ 
tered  systems  but  ultimately  decided  go 
with  a  payvvall. 

“A  metered  system  is  like  getting  free 
appetizers  and  cocktails  in  a  restaurant 
and  when  it’s  time  to  pay  for  the  entree, 
they’re  full  and  ready  to  w'alk  away,” 
Francis  said. 

The  technology  is  handled  in-house 
by  the  paper’s  online  staff.  Francis  said 
the  paper  “likes  to  have  control”  of  the 
service.  Digital  access  is  included  with 
a  print  subscription,  while  several  other 
packages  are  offered,  such  as  print  and 
digital  for  $19-95  per  month,  a  14-day 
digital  pass  for  $1.99,  and  digital-only 
with  pricing  based  on  location.  Inter¬ 


national  digital  subscriptions  are  $15 
for  a  year,  $1.95  a  month,  and  99 
cents  for  a  24-hour  day  pass. 

Within  a  month  of  launching  the 
payvvall,  Francis  said  digital  subscrip¬ 
tions  increased  2  percent.  He  said 
there  are  currently  15,000  digital- 
only  subscribers. 

“We  started  at  zero,”  Francis  said. 
“Whatever  we  get  is  better  than  zero.” 

The  Worcester  (Mass.)  Telegram  C? 
Gazette  launched  its  metered  model 
in  2010  through  Clickshare,  but  from 
2002  to  2006  it  operated  under  a 
hard  pay’wall. 

Online  director  Mark  Henderson 
said  data  showed  that  a  hard  payw'all 
spoke  against  the  paper’s  message  of 
having  a  local  news  and  regional  site. 
Bringing  back  a  metered  model  was 
a  way  to  drive  additional  advertis¬ 
ing  support  and  place  value  on  local 
reporting. 

After  the  third  click  on  the  w  ebsite’s 
premium  content,  a  message  pops  up 
asking  the  reader  to  register.  Print 
subscribers  have  unlimited  access 
once  they  register,  while  casual  visi¬ 
tors  are  asked  to  pay  for  access  after 
the  tenth  article.  Unlimited  access  to 
telegram.com  and  the  mobile  site  is 
regularly  priced  at  $14.95  per  month 
and  includes  a  rewards  card  with 
discounts  to  local  restaurants  and 
merchants. 

The  Telegram  ^  Gazette,  which  is 
owned  by  the  New  York  Times  Co., 
launched  its  metered  model  a  year 
ahead  of  its  sister  paper.  “We  made 
the  decision  vith  the  meter  locally, 
and  the  choices  were  all  made  local¬ 
ly,”  Henderson  said.  “But  there  was  a 
lot  of  pressure  to  deliver.  It  added  an 
element  of  complexity.” 

Henderson  stressed  that  each  pub¬ 
lisher  has  to  decide  what  is  right  for 
them,  whether  that’s  a  paid  meter  or 
a  hard  payw  all.  “What  works  in  your 
market,”  he  said.  “At  least  know  what 
your  next  step  is.” 
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Lessons  learned 

Whether  the  paj-wall  has  been  up 
for  two  years  or  two  days,  newspa¬ 
per  decision  makers  have  plenty  of 
lessons  to  share. 

“Audiences  do  want  to  be  engaged 
with  us,”  said  Bolyard  of  the  Daily 
Herald.  “If  we  treat  the  audience 
correctly  and  give  them  quality' 
content  and  advertisement,  then  the 
money  will  come.”  She  also  pre¬ 
dicted  more  papers  will  offer  fewer 
stories  for  free  before  asking  readers 
to  pay  for  the  content.  “And  don’t 
offer  too  many  packages,”  she  said. 
“Less  is  more.” 

Wagenlander  said  the  Post  and 
Courier  learned  a  lot  about  its  on¬ 
line  audience.  “There’s  a  misconcep¬ 
tion  that  it’s  our  print  subscribers 
going  to  the  site,  but  we  know  now 
readers  are  driving  page  views,  not 
print  subscribers.  We  also  underes¬ 
timated  the  willingness  that  people 
have  to  pay  for  online  content ... 
and  overestimated  the  pushback 
numbers.” 

Clickshare’s  Smith  said  he  sees 
more  publishers  charging  for  online 
content.  “Every  one  waited  for  the 
New  York  Times,  and  now  they’re 
finding  success.  (Publishers)  see  it's 
not  a  dving  business;  it’s  evolving, 
and  those  that  don’t  get  it  will  be 
left  behind.” 

“Judging  on  the  success  the  first 
movers  on  the  payvvall  trend  seem 
to  have  had  with  their  paj'wall- 
based  business  models,  I  would 
say  that  pavAvalls  are  here  to  stay,” 
Varnish’s  Buer  said. 

“But  what  we  are  observing  is  that 
the  publishers  that  are  yet  to  decide 
on  a  business  model  to  replace  their 
advertising-based  revenue  strategv' 
are  still  unsure  of  how'  to  best  mon¬ 
etize  their  content.  When  it  comes 
to  installing  pawalls,  loyalty'  is  a 
primary  concern.” 

At  The  Day,  customer  loyalty 
played  a  key  part  in  the  transition. 
“We  saw  about  70  percent  resis¬ 
tance  based  on  online  comments,” 
Williams  said.  “But  within  48  hours 
(of  the  launch),  our  promoters  be¬ 


came  the  biggest  advocates  of  this  shift.” 

Williams  said  after  the  paper  applied 
the  meter,  there  w'as  a  25  percent  loss 
of  page  views,  but  there  was  no  nega¬ 
tive  impact  on  ad  revenue.  Meanwhile, 
membership  revenue  increased  by  8 
percent. 

“The  preprint  advertising  model  is  col¬ 
lapsing,”  he  said.  “We  keep  hearing  the 
word  audience,  but  there  hasn’t  been 
much  done  to  monetize  it.” 


Williams  is  encouraged  to  find  de¬ 
mand  for  the  paper’s  products,  though. 
Based  on  last  year’s  numbers,  he  saw  a 
3  percent  increase  in  consumers  paying 
for  digital  access. 

“We’re  seeing  a  shift  in  the  industiy  ’s 
business  model,  where  it’s  becom¬ 
ing  more  consumer-focused,”  he  said. 
“We’re  reaching  the  tipping  point  where 
consumer  revenue  will  pass  advertising 
revenue.”  ■ 
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250  Quad-Stacks 
and  Countin 


Web  Press  Corp. 

(WPC)  reported 
to  me  at  Graph 
Expo  that  it  now 
has  helped  250  newspaper  and 
semi-commercial  plants  around 
the  world  upgrade  their  multicolor 
printing  capabilities  by  installing 
its  Quad-Stack  4-over-4  compact 
color  printing  units.  Made  for  add¬ 
ing  color  to  existing  single-width, 
one-around  press  lines,  the  firm’s 
Universal  Printing  Modules  (UPMs) 
can  be  configured  as  one-,  two-,  three-, 
or  four-high  perfectors.  A  spacer  can 
be  added  for  two-web  production.  The 
low-profile  footprint  of  less  than  10 
feet  —  less  than  half  the  height  of  a 
four-high  —  makes  for  easy  additions. 
The  basic  UPM  component  is  a  web- 
fed  offset  printing  unit  that  prints  a 
single  color  on  both  sides  of  the  web  of 
paper.  The  UPM  contains  four  solid- 
state  steel  printing  cylinders:  two  place 
and  tw'o  blanket  cylinders.  UPMs 
are  shaped  so  they  can  be  placed  one 
on  top  of  tbe  other,  with  each  added 
module  enabling  the  printing  of  one 
additional  color  on  each  side  of  the 
web.  These  stackable  modules  can  be 
mounted  above  a  reel  stand  or  a  base 
frame,  according  to  WPC.  ■ 
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TRIM  SIZE  TOGGLE 

Folder  add-on  enables  existing  presses  to  produce  compact, 
sectioned  broadsheets,  offering  high  production  flexibility 


In  the  March  issue  of  E&P,  I  refer¬ 
enced  a  new  folding  solution  from 
East  Indiai:  press  manufacturer 
Manugraph  DGM  that  allows  users 
to  toggle  back  and  forth  between  trim 
sizes  ( “Broadsheet,  Tabloid,  or  Inkjet: 
It’s  All  About  the  Folds”).  Compatible 
with  any  single-width  press,  the  ST-40 
add-on  enables  existing  press  folders  to 
produce  smaller,  sectioned  broadsheets 
at  speeds  up  to  40,000  copies  per  hour 
(cph)  —  and  save  paper  in  the  process. 
This  is  a  compelling  proposition,  espe¬ 
cially  as  more  publishers  contemplate 
switching  newspaper  formats  from 
broadsheet  to  compact. 

Showcased  in  October  under  the 
Newsprint  Pavilion  at  GRAPH  EXPO 
in  Chicago,  as  well  as  in  Germany  at 
Manugraph’s  drupa  show  debut  this 
past  spring,  the  ST-40  folder  produces 
a  15-  to  18-inch-height  broadsheet 
product  with  half-inch  current  cutoff 
page  width  (variable  height  and  vari¬ 
able  product  capability),  easily  opti¬ 
mizing  existing  legacy  equipment  to 
the  shorter  cutoffs,  it  also  maintains 
flexibility  for  alternative  formats,  al¬ 
lowing  seamless  transition  from  stan¬ 
dard  broadsheet,  tabloids,  and  quarter- 
folded  products  to  new  sectioned 
tabloid  products.  The  folder  incluoes  a 
slit  and  angle-bar  section,  posi  tinned 
90  degrees  to  the  device,  which  folds 
the  web  into  a  Berliner  or  compact¬ 
sized  product  (also  see  E^P  December 
2011).  The  ST-40  can  produce  two  to 
five  sections  with  variable  page  counts 
in  all  sections. 

Additionally,  the  DGM  ST-40  applies 
to  the  entire  installed  base  of  4x2, 2x2, 
and  2x1  presses  and  doesn’t  require 
a  plate  conversion  on  2x1  or  2x2 
configurations.  Production  speeds  are 
substantially  increased,  as  two-around 
presses  can  run  straight  and  produce 
the  same  capacity  as  running  collec¬ 
tively.  Single-width  users  can  double 


I  There  is  a  lot 

I 

of  interest,  but 
it’s  still  difficult 
to  find  some¬ 
one  who  will 
take  the  step. 
The  Columbus 

.1 

(Ohio)  Dispatch 
project  is  good 
news  for  us.” 

Dave  Moreland 

I  President  of  Manugraph  DGM 


their  capacity,  because  each  ribbon 
becomes  a  web  (two  ribbons  per  web), 
allowing  64  per  page  per  four-section 
broadsheet  with  no  new'  tower  addi¬ 
tions  required. 

“We’re  finishing  the  last  pieces  of 
the  design  and  are  ready  to  build  a 
prototype,”  president  Dave  More¬ 
land  told  the  American  Association 
of  Independent  News  Distributors 
earlier  this  year,  adding  that  Manu¬ 
graph  DGM  is  looking  for  a  news¬ 
paper  partner  to  test  and  evaluate 
the  folder.  “There  is  a  lot  of  interest, 
but  it’s  still  difficult  to  find  someone 
who  will  take  the  step.  The  Columbus 
(Ohio)  Dispatch  project  is  good  news 
for  us.” 

The  ST-40  could  be  installed  in  con¬ 
junction  with  a  press’  existing  folder, 
allowing  printers  to  diversify  their 
offerings,  Moreland  said.  ‘They  will  be 
able  to  go  back  and  forth,  and  this  will 
give  them  one  more  format,”  he  said.  ■ 


FIRST  M360 

PRESSES 

ORDERED 

Manugraph  India  Ltd.  has 
announced  two  orders  for 
the  M360  press  introduced 
earlier  this  year  at  drupa. 

Both  orders  come  from 
South  American  countries. 
Araucaria  Industria  e  Editora 
Ltd.,  located  in  Lages,  Santa 
Catarina,  Brazil,  purchased 
one  four-high  tower  with  one 
auto-paster  and  a  6-web  F122 
jaw  folder.  The  M360  is  re¬ 
placing  a  Solna  D-30  and  will 
print  a  7,000  circulation  daily 
newspaper  (Correio  Lageano) 
in  addition  to  other  semi¬ 
commercial  print  jobs  in  the 
Santa  Catarina  market. 

Also,  J.P.  Belga  e  Thome  Ltd. 
purchased  two  four-high 
towers  with  two  manual 
unwind  stands  and  a  6-web 
F122  jaw  folder.  The  company 
was  recently  created  by  the 
owners  of  Tribuna  do  Interior 
(located  in  Campo  Mourao) 
and  Tribuna  do  Cianorte  (lo¬ 
cated  in  Cianorte)  to  print  its 
own  newspapers  and  other 
third-party  publications  in 
the  state  of  Parana.  The  two 
newspapers  were  previously 
printed  on  sheetfed  presses. 
The  M360  is  a  single- width, 
single-circumference  offset 
press  with  a  rated  speed  of 
36,000  copies  per  hour.  The 
printing  units  include  stan¬ 
dard  brush  dampening,  mo¬ 
torized  registration  controls, 
pneumatic  impression,  and 
lever-style  inkers. 
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PrintCity  Workshop  in  Brazil 


ore  than  30  members  of  the  Associacao 
Nacional  de  Jornais  (ANJ)  attended  a 
joint  workshop  meeting  organized  by 
PrintCity  in  Porto  Alegre,  Brazil,  in  Septem¬ 
ber.  Following  an  introduction  to  the  Brazilian  market  by 
ANJ  executive  director  Ricardo  Pedreira,  the  main  session 
was  led  by  PrintCiU'  Alliance  members  manroland  web  sys¬ 
tems,  Oce  and  Trelleborg. 

The  workshop  focused  on  new  business  models  and  oppor¬ 
tunities  for  newspapers  in  Latin  America,  plus  an  update  on 
the  latest  lean  and  green  industry  thinking.  After  the  meet¬ 
ing,  a  tour  of  the  press  facilities  at  Zero  Hora  was  followed  by 
a  dinner.  A  series  of  interactive  presentations  and  audience 
discussions  included  these  topics: 

-  GREEN  AND  LEAN  -  MUTUALLY  DEPENDENT 
OBJECTIVES 

-  NEW  POSSIBILITIES  WITH  DIGITAL  PRINTING 
SOLUTIONS  AND  OFFSET/DIGITAL 
COMBINATIONS 

-  PROTECTING  INVESTMENT  IN  INSTALLATIONS 

-  WEB  PRINTING 

-  NEWSPAPER  INNOVATIONS 


¥  Following  an  introduction  to  the  Brazilian  market  by  ANJ  executive 
director  Ricardo  Pedreira,  the  main  workshop  session  was  led  by 
PrintCity  members  manroland  web  systems,  Oce,  and  Trelleborg. 


“Our  ANJ  members  found  the  workshop  with  PrintCi¬ 
ty'  members  very  useful  and  productive,”  Pedreira  said. 
“Sharing  information,  opportunities,  and  samples  about 
value-added  printing,  press  productivity,  and  lean  and 
green  good  practice  created  a  very'  positive  discussion 
and  learning  e.xperience  for  all.” 

PrintCity  Alliance  members  work  together  with  local 
organizations  and  partners  in  Latin  America,  Europe, 
and  elsewhere  to  share  their  combined  cross-industry 
knowledge  at  targeted  events,  seminars,  and  workshops. 
For  more  information,  email  info@printcity.de.  ■ 


5-year  Brokered,  Non-newspaper  Agreement 


annett  has  entered  into  a  partnership  with 
InnerWorkings,  Inc.  to  exclusively  manage 
print  procurement  and  print  management  for 
non-newspaper  print  products  such  as  direct 
mail,  marketing  collateral,  inserts,  and  select  publica¬ 
tions,  among  other  items.  "With  InnerWorkings,  we 
are  streamlining  our  third-party  printing  across  our 
business  units,"  said  Evan  Ray,  president  of  Gannett 
Publishing  Services.  "Through  this  partnership,  we 
will  further  enhance  cost  savings  for  the  company." 

This  agreement  is  part  of  the  ongoing  Garmett 
Publishing  Services  initiative  to  consolidate  and  drive 
efficiencies  within  the  production  and  distribution  of 
its  print  products. 

"We  are  excited  to  partner  with  Gannett  on  such 
a  comprehensive  print  management  solution,"  said 


John  Eisel,  chief  operating  officer  at  InnerWorkings. 
"Gannett  is  a  leading  media  company,  and  we  believe 
there  is  significant  opportunity  for  us  to  help  Gan¬ 
nett  improve  the  efficiency  of  its  third-party  print 
production  operation  while  maintaining  its  high  brand 
standards." 

InnerWorkings  is  a  leading  marketing  supply- 
chain  company  servicing  corporate  clients  across  a 
wide  range  of  industries.  With  proprietary  technol¬ 
ogy,  an  extensive  supplier  network  and  deep  domain 
expertise,  the  firm  procures,  manages,  and  delivers 
printed  materials  and  promotional  products  as  part 
of  a  comprehensive  outsourced  enterprise  solution. 
InnerWorkings  is  based  in  Chicago,  employs  ap¬ 
proximately  1,200  individuals,  and  maintains  44  global 
offices. 
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MALAYSIAN 

NEWSPAPER 

UPGRADES 


OSS  Inti,  has  launched 
a  comprehensive  press 
controls  upgrade 
program  for  Sin  Chew 
Media  Corp.,  publisher  of  the  Sin 
Chew  Daily  in  Malaysia.  The  proj¬ 
ect  involves  installation  of  new 
hardware  and  software  systems 
to  deliver  the  latest  capabilities 
from  three  existing  Goss  Universal 
presses  at  the  publisher’s  plant  in 
Kuala  Lumpur  and  from  another  | 
Universal  press  in  Johor.  The  four  | 
presses  being  upgraded  each  ! 
comprise  eight  four-high  towers, 
one  folder,  and  eight  reelstands. 

The  turnkey  upgrade  project  in¬ 
volves  replacing  existing  proprietary 
press  controls  with  industrial  open 
systems.  This  includes  the  replace¬ 
ment  of  printing  unit  electronics  with 
latest-generation  Goss  print-quality 
modules  to  control  register,  damp¬ 
ening,  and  inking.  PLC  automation 
systems  and  networking  are  being  | 

replaced  with  the  latest  industry-  } 

standard  ethernet-based  systems.  | 

Four  new  combined  consoles  per  i 

press  will  manage  all  aspects  of  print 
control,  including  production  plan¬ 
ning,  CIP3/JDF-compliant  preset¬ 
ting,  soft  proofing,  monitoring,  and 
job  reporting. 

Completion  of  the  project  will  see 
automation  of  all  press  auxiliary  sys¬ 
tems,  including  reelstands  and  web 
tension  controls,  integrated  into  one 
system,  providing  pressroom  workers 
with  new  levels  of  operational  conve¬ 
nience  and  flexibility.  Via  a  standard 
ethernet  network  and  remote  input/ 
output  controls  at  the  units,  the  en¬ 
tire  press  will  also  be  supported  by  a 
remote  diagnostics  service,  enabling 


Goss  technicians  to  provide  Sin  Chew 
Daily  with  round-the-clock  assis¬ 
tance. 

“The  new  electrical  architecture  is 
designed  for  low  maintenance  with 
redundancy  of  the  existing  sys¬ 
tems  and  components  as  required,” 
said  Stephane  Jaunasse,  Goss  Inti, 
customer  service  manager.  “With 
every  aspect  of  the  press  produc¬ 
tion  embedded  into  and  driven  by 
one  open  and  accessible  system,  the 
12-year-old  Universal  presses  will  be 
upgraded  to  a  modern,  user-friendly, 


“They  have  come  up 
with  a  solution  that 
allows  us  to  eliminate 
components  as  they 
become  obsolete, 
while  providing  a 
growth  path  for  any 
necessary  future 
additions.” 


high-quality  printing  solution,  pro¬ 
viding  all  the  capabilities  the  com¬ 
pany  requires  for  its  clients’  diverse 
range  of  production  demands.” 

With  work  already  under  way,  Goss 
is  working  in  close  cooperation  with 
Sin  Chew  Media  and  other  suppliers 
in  managing  the  project  to  ensure 
minimal  disruption  at  the  plant  and 
uninterrupted  production  throughout. 

Operating  Goss  presses  at  six  loca¬ 


*  Sin  Chew  Daily  orders  comprehensive 
new  press  controls  installation  to  modern¬ 
ize  a  total  of  32  single-width  Goss  towers. 


tions  across  Malaysia,  Sin  Chew  Dai¬ 
ly  is  the  largest  circulating  Chinese 
language  newspaper  in  Southeast 
Asia  and  the  largest  Chinese  daily 
outside  mainland  China,  Hong  Kong, 
and  Taiwan.  With  a  circulation  au¬ 
dited  last  year  at  465,894  copies  and 
a  readership  of  1,300,000  people,  the 
daily  broadsheet  has  become  highly 
influential  in  the  Malaysian  media 
landscape,  covering  current  affairs, 
business  and  finance,  sports,  lifestyle, 
and  regional  interests. 

According  to  Sin  Chew  Daily 
group  general  manager  Peter  Ng 
Kait  Leong,  confidence  in  Goss  was 
crucial  to  the  decision  to  invest. 

“We  have  had  a  long-term  positive 
experience  with  Goss  equipment, 
and  the  team  from  Goss  Inti,  un¬ 
derstood  our  current  requirements 
very  well.  They  have  come  up  with 
a  solution  that  allows  us  to  elimi¬ 
nate  components  as  they  become 
obsolete,  while  providing  a  growth 
path  for  any  necessary  future  ad¬ 
ditions.  We’re  very  confident  of 
having  chosen  precisely  the  right 
package  to  modernize  and  enhance 
our  capabilities  to  see  us  through 
the  next  10  years  of  production 
from  our  existing  Universal  press.” 

The  investment  by  Sin  Chew  Media 
is  the  second  such  major  press  con¬ 
trols  project  in  close  succession  for 
the  Goss  Lifetime  Support  team  in 
Malaysia.  In  May,  Star  Publications 
chose  Goss  to  retrofit  three  Color- 
liner  presses,  originally  installed  in 
2002,  with  a  complete  new  control 
system.  ■ 
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congratulates  the  winners  of  our  17th  annual  EPPY  Awards. 
Winners  were  announced  Oct.  30  on  editorandpublisher.com.  • 
This  international  contest  honors  the  best  media-affiliated  web¬ 
sites  across  30  diverse  categories,  including  excellence  in  col-  , 
lege  and  university  journalism.  Each  category  was  separated 
into^ebsites  that  receive  less  than  1  million  unique  monthly 
visitorsT^ihdThoseTh^  receive  1  million  or  more  monthly 
uniques. 

We  extend  a  heartfelt  "thank  you”  to  this  year’s  Judges.  EPPY 
judges  are  leaders  spanning  all  media  categories,  including 
website  design,  marketing  and  advertising,  editorial,  technol¬ 
ogy,  education,  and  management. 
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Honoring  the  Best 
Media  Websites 


EtirP  congratulates  the  winners  of  our  17th  annual  EPPY  Awards. 

Winners  were  announced  Oct.  30  on  editorandpublisher.com. 
This  international  contest  honors  the  best  media-affiliated  web¬ 
sites  across  30  diverse  categories,  including  excellence  in  col¬ 
lege  and  university  journalism.  Each  category  was  separated 
into  websites  that  receive  less  than  1  million  unique  monthly 
visitors,  and  those  that  receive  1  million  or  more  monthly 
uniques. 

We  extend  a  heartfelt  “thank  you”  to  this  year’s  judges.  EPPY 
judges  are  leaders  spanning  all  media  categories,  including 
website  design,  marketing  and  advertising,  editorial,  technol¬ 
ogy*  education,  and  rnanagement. 
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*  L-R:  Laressa  Watlington  and  Abraham  Torres  of  VIVA  Colorado 
(best  Spanish-language  newspaper  website  with  less  than  1  million 
monthly  visitors)  with  Dana  Plewka  of  Newspapers  in  Education 
(best  crowdsourcing/citizen  journalism  with  under  1  million 
monthly  visitors).  ,  .  „ 
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Best  news  website  with  1  million-plus 
unique  monthly  visitors 

CNN  Digital 

Best  news  website  with  less  than  1 
million  unique  monthly  visitors 

Southern  California  Public  Radio 
kpcc.org 

(Tie)  Best  daily  newspaper  website  with  1 
million-plus  unique  monthly  visitors 

The  Globe  and  Mai! 
globeandmail.com 

The  Salt  Lake  Tribune 
sltrib.com 

Best  daily  newspaper  website  with  less  than  1 
million  unique  monthly  visitors 

Lawrence  Journal-World 
ljworld.com 

Best  weekly  or  non-daily  newspaper  website 
with  less  than  1  million  unique  monthly  visitors 

Pasadena  Sun 

Best  business/finance  website  with  1  million- 
plus  unique  monthly  visitors 

CNNMoney 


Best  Spanish-language  newspaper  website  with 
1  million-plus  unique  monthly  visitors 

LA  NACION  (Argentina) 

Best  Spanish-language  newspaper  website  vvith 
less  than  1  million  unique  monthly  visitors 

Media  News  Group 
vivacolorado.com 

Best  investigative/enterprise  feature  on  a  web¬ 
site  with  1  million-plus  unique  monthly  visitors 

Bloomberg  News 
Wired  for  Repression 

Best  investigative/enterprise  feature  on  a 
website  with  less  than  1  million  unique  monthly 
visitors 

Sarasota  Herald-Tribune 
Unfit  for  Duty 

Best  news  or  event  feature  on  a  website  with  1 
million-plus  unique  monthly  visitors 

Financial  Times 
Understanding  Libor 

Best  news  or  event  feature  on  a  website  with 
less  than  1  million  unique  monthly  visitors 

Edmonton  Journal 
Homicide:  Beyond  the  Numbers 


>  The  EPPY  Award-winning  Web  and  management  teams  of  the  Salt 
Lake  Tribune:  Kim  McDaniel,  Lisa  Carricaburu,  Nancy  Conway,  Antonio 
Ramirez,  Anna  Cekoia,  Tim  Fitzpatrick,  Scott  Sherman,  LeGrande 
Jolley,  Terry  Orme,  Jeremy  Harmon,  and  Jeremy  English.  Not  pictured 
are  Amy  Lewis,  Peg  Barney,  and  Nick  Mathews. 


Best  business/finance  website  with  less  than  1 
million  unique  monthly  visitors 

The  Kiplinger  Washington  Editors 
Your  Business  by  kiplinger.com 


Best  sports  website  with  1  million-plus  unique 
monthly  visitors 

ESPN.com 


Best  sports  website  with  less  than  1  million 
unique  monthly  visitors 

MSGVarsity.com 


Best  community  service  on  a  website  with  1 
million-plus  unique  monthly  visitors 

NPR 

stateimpact.npr.org 


Best  community  service  on  a  website  with  less 
than  1  million  unique  monthly  visitors 

Digital  First  Media 
American  Homecomings 


Best  use  of  social  media  for  news  services 
with  1  million-plus  unique  monthly  visitors 

TODAY.com,  a  production  of  NBCNews.com 


2012  EPPY  Award  Winners 


2012  EPPY  Award  Winners 
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Best  use  of  social  media  for  news  services  with  less 
than  1  million  unique  monthly  visitors 

Edmonton  Journal 
Paula  Simons,  Social  Media  Monster 

Best  crowdsourcing/citizen  journalism  on  a  website 
with  1  million-plus  unique  monthly  visitors 

Boston.com 

Boston  Marathon  coverage 

Best  crowdsourcing/citizen  journalism  on  a  website 
with  less  than  1  million  unique  monthly  visitors 

The  Denver  Post 

Community  Journalism  for  Kids  Younger  than  14 


*  NPR’s  “Russia  by  Rail:  A  View  from  Russia’s  Trans-Siberian 
Railroad”  won  the  EPPY  for  best  use  of  photography  on  a  website 
with  more  than  1  million  monthly  visitors. 


Best  mobile  website  with  1  million-plus  unique 
monthly  visitors 

Daily  News  Digital 
Daily  News 

Best  mobile  website  with  less  than  1  million  unique 
monthly  visitors 

Times  Leader  mobile  site 
Times  Leader/lmpressions  Media 

Best  mobile  application  with  1  million-plus 
unique  monthly  visitors 

USA  TODAY 

Best  mobile  application  with  less  than 
1  million  unique  monthly  visitors 

Calorie  Count 
Calorie  Count  Mobile 

Best  news  video  on  a  website  with 
1  million-plus  unique  monthly  visitors 

CBCNews.ca 

Bullyproof 

Best  news  video  on  a  website  with  less  than  1  million 
unique  monthly  visitors 

Lawrence  Journal-World 
ljworld.com 

Best  sports  video  on  a  website  with  1 
million-plus  unique  monthly  visitors 

Sports  Illustrated 
Underdogs 

Best  sports  video  on  a  website  with  less  than  1  million 
unique  monthly  visitors 

MSGVarsity.com 

Friday  Night  Football  —  Bergen  Catholic  vs.  Don  Bosco 
football 


>  staff  of  The  Red  &  Black,  winners  of  best  college  newspaper 
website:  Polina  Marinova,  Ed  Morales,  Erin  Beasley,  Julia  Car¬ 
penter,  Ashley  Oldham,  C.B.  Schmelter,  Tiffany  Stevens,  Dana 
Cox,  Gabe  Ram,  Nicholas  Fouriezos,  Jamie  Gottlieb,  Erin  France, 
Adina  Solomon,  Laurel  Holland,  Cailin  O’Brien,  Lindsey  Cook,  Joe 
ReisigI,  Megan  Ernst,  Evan  Stichler,  Jeanette  Kazmierczak,  and 
Blake  Seitz. 


*  Staff  members  of  the  Pasadena  Sun,  winner  of  best  weekly 
newspaper  website  with  less  than  1  million  monthly  visitors. 
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I  TWENTY-FIVE  NOMINATIONS  ACROSS  NINE  PROPERTIES 


j 

DENVER  POST 

♦  Best  News  or  Event  Feature 

♦  Best  Use  of  Social  Media 
for  News  Service 

♦  Best  Crowd  Sourcing  and/or 
Citizen  Journalism 

♦  Best  News  Video 

♦  Best  News  Video 

♦  Best  Use  of  Photography 
on  a  Website 

♦  Best  Entertainment  Website 

♦  Best  Business  Blog 

♦  Best  News/Political  Blog 

♦  Best  Entertainment  Blog 

♦  Best  Sports  Blog 

SAN  JOSE  MERCURY  NEWS 

♦  Best  Daily  Newspaper  Website 

♦  Best  News  or  Event  Feature 

♦  Best  Enterprise  or  Investigative 
Video 

♦  Best  News  Video 

♦  Best  Business  Blog 

THE  SALT  LAKE  TRIBUNE 

♦  Best  Daily  Newspaper  Website 

♦  Best  Sports  Website 

♦  Best  Use  of  Social  Media 
for  News  Services 

VIVA  COLORADO 

♦  Best  Spanish-Language 
Newspaper  Website  ' 

THE  YORK  DAILY  RECORD 
AND  SUNDAY  NEWS 

♦  Best  Community  Service 
on  a  Media-Affiliated  Website 

DIGITAL  FIRST  MEDIA'S 
AMERICAN  HOMECOMINGS 

♦  Best  Community  Service 
on  a  Media-Affiliated  Website 

THE  NEW  HAVEN  REGISTER  & 
THE  DAILY  FREEMAN 

♦  Best  Crowd  Sourcing  and/or 
Citizen  Journalism 

THE  NEW  HAVEN  REGISTER  & 
THE  REGISTER  CITIZEN 

♦  Best  News/Political  Blog 

FYIDRIVING.COM 

♦  Best  Automotive  Website 


The  Salt  Lake  Tribune 

Best  Daily  Newspaper  Website 

American  Homecomings.com 

Best  Community  Service 

The  Denver  Post 

Best  Crowd  Sourcing  and/or 
Citizen  Journalism 

The  Denver  Post: 

The  Balance  Sheet 
Best  Businsess  Blog 

The  Denver  Post: 

Reverb 

Best  Entertainment  Blog 

The  Denver  Post: 

First  and  Orange 
Best  Sports  Blog 

The  New  Haven  Register  & 

The  Register  Citizen 
Best  News/Political  Blog 

Viva  Colorado 
Best  Spanish-Language 
Newspaper  Website 

FYIDriving.com 

Best  Automotive  Website 

diqitalfirst 
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Pete  Adler  -  Canada.com 


Ron  Agrella  -  Boston.com 
Jim  Aired  -  News  Publishing  Co. 

Leah  Betancourt  -  WTOC.com 

Jak  Boumans  -  VOP  Electronic  Media  Reporting 

Frank  Bridgewater  -  Honolulu  Star-Advertiser 

Justin  Burke  -  EurasiaNet.org 

Tonya  Carpenter  -  Las  Vegas-Review  Journal 

Jimena  Catarivas  -  La  Raza 

Bill  Craven  -  .NPR 

Luann  DalJojacono  -  Long  Island  Newspapers 
Paul  O’Ambrosio  -  Asbury  Park  Press 
Matt  Davison  -  Idaho  Press  Tribune 
Janet  DeOeorge  -  Classified  E«ecutive  Training 
Nick  DeLorenzo  -  Impressions  Media 
Ross  Dettman  -  Ross  Dettman  Photography 
George  Dratelis  -  Acropolis  Interactive 
Roberto  Escardo  -*The  Walt  Disney  Co. 

Pam  Fine  -  University  of  Kansas 
Kent  Ford  -  Missouri  Press  Association 
Andrew  Green  - Pihancial  Times  * 

Tricia  Greyshock  -  Pennsylvania  Newspaper 
'Association  , 

Mike  Gugllotto  -  Pioneer  Newspapers 
Tanya  Hanson  -  Orlando  Sentinel 
Chris  Harpdr  -  Temple  University 
Jere  Hester  -  CUNY.  Graduate  School  of 
Journalism 

Susan  Hogan  -  Minneapolis  Star  Tribune 
Mike  Jenner  -  University  of  Missouri 
Keith  Jordan  •  Upstream  Digital  Media 
Zak  Keefer  -  The  Indianapolis  Star 
Allen  Klosowski  t  Digital  First  Media 
Chris  Krug  -  Shaw  Suburban  Media 
Jack  Lail  -  Knoxville  TJews  Seniinel 
Ross  Lasley  -  The  Internet  Educator 
Yvonne  Latty  -  New  York  University  * 

Jodi  Leese  Glusco  -  WRAL.com 
Vance  Lehmkuhl  -  Philadelphia  Daily  News 
Jenny  Long  -  The  Boston  Globe 
Rebecca  Lutz  -  Tallahassee  Democrat 
Laura  McAdoo  -  The  Seattle  Times  Co. 

Paul  McAfee  -  The  Press-Enterprise  Co. 
Jonathan  McCarthy  -  Digital  Platforms, 

MSG  Varsity 

Brooke  McCluskey  *  Hoosier  Times  ^ 
Christine  McKenna  -  Interport 
Andrew  Mendelson  -Temple  University 
Javier  Moya  -  Spain  Media  Magazines 
Jenney  Naievanko  ■  The  Kiplinger  Washington 
Editors 

Shaza  Nessa  -  The  Associated  Press 
Nora  Paul  -  University  of  Minnesota 
Corinne  Perkins  -  Reuters 
Troy  Piekarski  -  Pittsburgh  Post-Gazette 
Edward  Pikuiski  -  Times  Shamrock 
Communications  r  , 

Greg  Retsinas  -  The  Press  Democrat 
Anthony  Ronzio  -  Sun  Media  Group 
Will  Sullivan  -  The  St.  Louis  Post-Dispatch 
Julia  Thompson  -  Des  Homes  Register 
Bernadette  Tuazon  iThe  Associated  Press 
Tyler  Walsh  -  Winnipeg-Free  Press 
Elizabeth  Warner  Bartolai  -  Jhe  Morning  Call 
Michael  Warren  -  USAASale 
Brendan  Watson  Univerjity  ot  Minnesota 
Kyle  Whitfield  -  The  Dallas  Morning  News  • 
Yee  Xuen  Pao  Robin  -  Ngee  Ann  Polytechnic 
Jose  Zamora  '  Univision 
Editor  &  Publisher  editorial  staff 


k  UWorldxom  won  the  EPPY  for  Best  Daily  Newspa¬ 
per  Website  with  less  than  1  million  unique  monthly 
visitors.  Clockwise  from  bottom  center  are  com¬ 
munity  editor  Caroline  Trowbridge;  Journal-World 
photojournalists  Richard  Gwin,  Mike  Yoder,  and  Nick 
Krug;  and  digital  editor  Alex  Parker. 

(Tie)  Best  enteiprise/investigative 
video  on  a  website  with  1  million- 
plus  unique  monthly  visitors 

CNN  Digital 

Mauritania  —  Slavery’s  last  stronghold 

USA  TODAY 
Ghost  Factories 

Best  enterprise/investigative  video 
on  a  website  with  less  than  1  million 
unique  monthly  visitors 

The  Providence  Journal  Co. 

More  than  a  place  to  sleep:  In  R.I.,  a 
‘housing  first’  solution  for  chronic 
homelessness 

Best  webcast  on  a  website  with 
1  million-plus  unique  monthly 
visitors 

Boston.com 
Boston  Sports  Live 

Best  webcast  on  a  website  with  less 
than  1  million  unique  monthly 
visitors 

Cape  Cod  Times 
CapeCast 

Best  use  of  photography  on  a 
website  with  1  million-plus  unique 
monthly  visitors 

NPR 

Russia  by  Rail;  A  View  from  Russia’s 
Trans-Siberian  Railroad 

Best  use  of  photography  on  a 
website  with  less  than  1  million 
unique  monthly  visitors 

Newsday 

Marisa:  A  little  girl’s  fight  to  live 


*  The  design  team  from  Julia  Balfour,  LLC  that  was 
behind  The  Day  Passport:  Nikki  Lee,  Alyssa  Puzzo, 
Julia  Balfour,  and  Joseph  Thibeault.  Not  pictured  are 
Daniei  Williams,  Katie  Fox,  and  Amy  Gray  from  The 
Day  Publishing  Co. 


Best  homepage  with  1  million-plus 
unique  monthly  visitors 

NPR 

npr.org 

Best  homepage  with  less  than 
1  million  unique  monthly  visitors 

The  Washington  Times 
Times247.com 


Best  overall  design  on  a  website 
with  1  million-plus  unique  monthly 
visitors 

The  Globe  and  Mail 


Best  overall  design  on  a  website 
with  less  than  1  million  unique 
monthly  visitors 

Ottawa  Citizen  —  Style  Online 


Best  redesign/relaunch  of  a 
website  with  1  million-plus  unique 
monthly  visitors 

The  Associated  Press 
AP  Interactive 


Best  redesign/relaunch  of  a 
website  with  less  than  1  million 
unique  monthly. visitors 

Southern  California  Public  Radio 
kpcc.org 

Best  food  website  with  1  million- 
plus  unique  monthly  visitors 

CBS  Interactive 
CHOW 


Best  entertainment  website  with  1 
million-plus  unique  monthly  visitors 

Boston.com  —  AE 


46  I  E&P  I  DECEMBER  2012 


editorandpublisher.com 


Congratulations, 

Boston.com. 

Editor  &  Publisher  recently  recognized  you  with  three 
2012  EPPY  Awards  —  and  named  you  as  a  finalist 
in  several  other  categories.  Your  hard  work  and 
innovative  spirit  continue  to  pioneer  a  new  age  in  online 
news  and  entertainment. 


EDTTCHIWPUBUSHER. 


BOSTON.COM  WINNERS 
Best  Entertainment  Website 

Arts  &  Entertainment  Section 

Best  Crowd  Sourcing/Citizen  Journalism 

2012  Boston  Marathon  Coverage 

Best  Webcast 

Boston  Sports  Live  with  Chris  Gasper 

BOSTON.COM  FINALISTS 

Best  Crowd  Sourcing/Citizen  Journalism 

Community  Voices 

Best  Political  Blog 

Political  Intelligence 

Best  Community  Service 

Get  Moving  Boston 

Best  Home  Page 

Boston.com 


Visit  bostonjcom  for  more  award-winning  coverage. 
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EPPX 


Best  entertainment  website  with  iess  than  1 
million  unique  monthly  visitors 

OnMilwaukee.com 

Best  travel  website  with  1  million-plus  unique 
monthly  visitors 

Traveizoo 

Best  travel  website  with  less  than  1  million 
unique  monthly  visitors 

BlueFoot  Technology 
Ohio’s  Amish  Country 


Best  automotive  website  with  1  million-plus 
unique  monthly  visitors 

The  Globe  and  Mail 
Globe  Drive 

Best  automotive  website  with  less  than  1  million 
unique  monthly  visitors 

Digital  First  Media 
FYI  Driving 

Best  classified  website  with  1  million-plus 
unique  monthly  visitors 

Legacy.com 

Bringing  Obituaries  to  Life 


I 
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2012  EPPY  Award  Winner 


honoring  the  best  media-affiliated  websites  internationally 


The  Day  Passport  -  rewards.theday.com 


Best  Online  Media  Advertising/Media  Campaign 

under  I  million  unique  monthly  visitors  category 

CONGRATULATIONS 

to  our  Members,  Passport  Rewards  Partners,  and 
Employees  for  this  prestigious  award! 

FmmRt-fVBiJSHrR 

(T l)c  Dau  ^  theday.coni  £  PPY 


*  The  OnMilwaukee.com  team  celebrates  their  EPPY  win  with  the  Bronze 
Fonz,  Milwaukee’s  tribute  to  the  “Happy  Days”  character  Fonzie. 


*  The  team  from  The 
Denver  Post,  EPPY 
winners  for  best 
business  blog,  best 
entertainment  blog, 
and  best  sports  blog, 
all  less  than  1  million 
monthly  visitors. 


Best  classified  website  with  less  than  1  million 
unique  monthly  visitors 

Adicio 

CareerCast.com 

Best  online  media  advertising/media 
campaign  on  a  website  with  1  million-plus 
unique  monthly  visitors 

Singapore  Press  Holdings 
AsiaOne  Adventure  Race  4 

Best  online  media  advertising/media  campaign 
on  a  website  with  less  than  1  million  unique 
monthly  visitors 

The  Day  Publishing  Co. 

The  Day  Passport 

Best  business  blog  on  a  website  with  1  million- 
plus  unique  monthly  visitors 

The  Globe  and  Mail 
Economy  Lab 

Best  business  blog  on  a  website  with  less  than  1 
million  unique  monthly  visitors 

The  Denver  Post 
The  Balance  Sheet 

Best  news/political  blog  on  a  website  with  1 
million-plus  unique  monthly  visitors 

CNN  Digital 
Political  Ticker  Blogs 

Best  news/political  blog  on  a  website  with  less 
than  1  million  unique  monthly  visitors 

Digital  First  Media 
Connecticut  5th  District 


I 


•  6 


W^' 


ft 


tij  ImiiIIii.I 


*  Temple  University  journalism  students  with  professors  Christo¬ 
pher  Harper  (far  left)  and  Linn  Washington  (far  right).  Philadelphia 
Neighborhoods  won  the  EPPY  for  best  college  journalism  website. 


Best  entertainment  blog  on  a  website  with  1 
million-plus  unique  monthly  visitors 

TMZ 

Best  entertainment  blog  on  a  website  with  less 
than  1  million  unique  monthly  visitors 

The  Denver  Post 
Reverb 

Best  sports  blog  on  a  website  with  1  million-plus 
unique  monthly  visitors 

ESPN 

Grantland.com:  Bill  Simmons 

Best  sports  blog  on  a  website  with  less  than  1 
million  unique  monthly  visitors 

The  Denver  Post 
First  and  Orange 


»  Arizona  State  University  journalism  students  collaborate  in  the 
newsroom  for  their  EPPY  Award-winning  investigative  report 
“Who  Can  Vote?” 


Best  college/university  journalism  website 

Temple  University 
Philadelphia  Neighborhoods 

(Tie)  Best  college/university  newspaper  website 

The  Red  &  Black 
University  of  Georgia 

The  Daily  Orange 
Syracuse  University 

Best  coilege/university  investigative  or 
documentary  report 

Arizona  State  University 
Who  Can  Vote? 


BetterBNC 

pcf'I 

Website:  www.betterbnc.com 

BetterBNC^”  is  the  industry  standard  online 

journalism  contest  platform. 

Publishers  Circulation  Phone 

Contestant  Managers^ 

Fulfillment,  Inc.  410.821.3485 

Senior  managers  and  editors  control  who  and  what  is 

502  Washington  Avenue  Toll  Free 

entered 

Suite  500  (877)  PCF-6668 

Towson,  MD  21 204  Sales  Contact 

Open  Call^*^ 

United  States  Joe  Neuhof 

Your  best  work  is  “open”  to  a  world  of  entry  opportu- 

Vice  President,  Business 

nities 

Development 

User  Scrapbooks 

Contestants  can  save  copies  of  their  best  work  all  year 

Who  We  Are 

long 

PCF,  Inc.  is  the  largest  U.S.  independent  newspaper 
home  delivery  and  distribution  logistical  services 

BetterBNC  has  been  selected  by  120  newspaper 

company,  handling  over  10  million  copies  per  week 

associations,  press  clubs  and  broadcaster  groups 

for  more  than  60  publications.  PCF  also  handles, 

representing  over  20,000  journalists. 

TMC,  single  copy  and  bulk  distribution,  amenity 

For  more  information,  please  visit 

copies,  zoned  and  other  special  distribution 

www.betterbnc.com. 

programs. 
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Alliance  for  Audited 
Media 

Contact:  Kristina  Meinig, 
Manager,  Marketing  &  Sales 
Phone:224-366-6412 
Fax:224-366-6949 

E-mail: 

Kristina.Meinig@auditedmedia.com 

Website: 

auditedmedia.com 

Who  We  Are 

AAM  is  a  not-for-profit  membenhip  or¬ 
ganization  that  exists  for  the  benefit  of 
advertisers  and  the  media  they  use.  Our 
unique  membership  defines  us  and  dif¬ 
ferentiates  us  from  other  organizations 
and  advocacy  groups  because  each 
membership  division  has  a  stake  in  the 
organization.  Publishers  present  a  veri¬ 
fied  look  at  their  media  brands.  Advertis¬ 
ing  agencies  plan  media  decisions  with 
cr^ible,  comparable  AAM  data.  Advertis¬ 
ers  gain  confidence  and  accountability 
for  their  marketing  investments. 

Our  vast  membership  includes  the  ma¬ 
jority  of  North  America's  top  publishers, 
advertisers  and  advertising  agencies. 

Each  constituency  is  represented  on  the 
AAM  board  of  directors  and  together, 

AAM  members,  the  board,  committees 
and  staff  play  a  critical  role  in  the  media 
ecosystem. 


Benefits 

As  a  collaborative  organization,  AAM  provides  credible,  independently  verified  informa¬ 
tion  that  is  essential  to  the  media  buying  and  selling  pro':ess.  AAM's  industry-developed 
services  enhance  communication  with  media  buyers,  ar.d  its  new  Media  Intelligence 
Center  provides  a  better  understanding  of  the  IcKal  market  with  reliable  data.  AAM's 
Consolidated  Media  Report  (CMR)  generates  a  comprehensive  view  across  multimedia 
products  for  newspapers.  Audience  Snapshot  allows  U.S.  daily  newspapers  to  incorporate 
the  world  of  print  and  online  readership  alongside  detailed  circulation  stats. The  Preprint 
Projection  Center  is  an  online  tool  that  helps  newspapers  streamline  preprint  quantities, 
zones,  dates  and  distribution  90  days  in  advance  of  the  distribution  date,  updating  pro¬ 
jected  circulation  data  monthly  from  a  secure,  confidential  centralized  location. 


Testimonial 

Media  buyers  are  voicing  their  support  for  AAM's  CMR.  Chris 
Cope,  founder/president  and  CEO  of  ACGMedia  and  chairman  of 
the  Newspaper  Buyers' Advisory  Committee  believes  that  the 
CMR  efficiently  evaluates  each  publication's  cross-functionality. 
"It's  valuable  to  see  multiple  channels  in  a  single  document  so  we 
have  a  comprehensive  picture  of  what  we're  evaluating,"  Cope 
said."We  can  also  see  where  one  medium  can  complement  and 
enhance  the  effectiveness  of  another. This  (the  CMR)  can  be  a 
good  thing  in  that  newspapers  should  be  given  the  flexibility  to 
fully  present  the  results  of  their  various  products,  but  still  within 
formats  buyers  can  understand  and  make  media  decisions." 


Chris  Cope,  CEO  of  ACGMedia  and 
chairman  of  the  AAM  Newspaper 
Buyers'  Advisory  Committee 


Success  Story 

AAM  recently  created  a  Consolidated  Media  Report  (CMR)  for  the  Chicago  Region- 
Wide  Network  (CRWN),  which  included  The  Chicago  Sun-Times,  one  of  the  many  news¬ 
papers  affiliated  with  the  media  company.  With  multiple  titles  and  a  variety  of 
platforms  attached  to  the  CRWN  name,  AAM's  CMR  proved  to  be  the  best  option  for 
displaying  the  company's  readership,  usage,  circulation,  and  net  combined  audience 
for  print,  web,  and  mobile."lt's  a  very  flexible  report  and  allowed  us  the  opportunity  to 
really  communicate  the  depth  and  breadth  of  our  portfolio,"  said  Courtney  Price,  vice 
president  of  audience  development  at  Sun-Times  Media.  CRWN  presented  each  news¬ 
paper's  reach  in  terms  of  readership  through  various  self-created  graphics  that,  with 
the  help  of  AAM's  customizable  CMR,  clearly  displayed  these  statics  in  an  accurate  and 
comprehensible  manner. 


Digimarc  Corporation 


Contact: 

Matthew  Szerencse 
Market  Development 
Manager 

Phone: 

800.344.4627 

E-mail: 

matthew.szerencse@digi- 

marc.com 

Website: 

www.digimarc.com 


Who  We  Are 

Digimarc  Corporation,  based  in  Beaver¬ 
ton,  Oregon,  is  a  leading  innovator  and 
provider  of  enabling  technologies  that 
create  digital  identities  for  all  forms  of 
media  and  many  everyday  objects.The 
Digimarc®  Discover  platform  gives  pub¬ 
lishers,  agencies  and  brands  a  premium 
print-to-mobile  solution  to  drive  new 
levels  of  consumer  engagement  directly 
from  print  on  the  device  we  all  carry  24/7 
-  our  smartphones.  Consumers  direct 
their  phone  at  a  printed  image,  branded 
design  element  or  text  -  not  a  QR  code 
or  Microsoft  Tag  -  they  are  interested  in 
and  are  instantly  connected  to  a  range  of 
associated  Internet  services  -  such  as 
view  a  video,  share  on  social  media,  buy 
now,  enter  a  sweepstakes,  etc.  Publishers 
and  advertisers  interested  in  using  Digi¬ 
marc  Discover  to  maximize  consumer  en¬ 
gagement  should  visit 
www.digimarc.com/discover. 


Newspaper  Benefits 

The  Digimarc®  Discover  platform  allows  today's  publishers  the  ability  to  easily  ex¬ 
tend  reader  engagement  with  a  full  range  of  multi-sensory,  print-to-mobile  experi¬ 
ences: 

•  Bring  emotionally  charged  content-to-life  through  multimedia  experiences  - 
videos,  photo  slideshows,  etc. 

•  Deliver  ongoing,  timely  updates  on  developing  stories. 

•  Initiate  a  dialogue  with  readers  and  extend  the  conversation  to  their  social  net¬ 
works. 

•  Create  premium  advertising  opportunities  that  enable  readers  to  take  immediate 
action. 

•  Give  readers  instant  access  to  additional  information  about  a  story  or  product  at 
the  moment  of  peak  interest. 

Success  Stories 

Named  one  of  the  key  201 2  trends  in  the  magazine  industry  ("Sapplets,  Digital  Wa¬ 
termarks  Are  Key  Magazine  Innovations  in  2012  Report,"  Huffington  Post,  July  18, 
201 2),  digital  watermarking  is  proving  successful  in  deepening  brand  loyalty,  creat¬ 
ing  purchase  intent  and  allowing  readers  of  publications  like  Seventeen,  W,  House 
Beautiful  and  even  America's  Favorite  Food  cookbook  to  interact  with  their  favorite 
publications  in  ways  previously  unimagined. 

In  the  past  year,  the  following  premier  brands  have  leveraged  Digimarc  Discover 
technology  in  their  pages:  Ad  Age,  Brides,  Cosmopolitan,  Cosmopolitan  Latina,  Food 
Network  Magazine,  House  Beautiful,  Lucky,  Newsweek,  Redbook,  Saveur,  Seventeen, 
Shape,  Sports  Illustrated,  Sports  Illustrated  Swimsuit  Issue,  Time,  W,  and  more. 
Testimonial 

•"When  someone  sees  an  ad  for  a  great  vacation  destination, they  may  think  to  them¬ 
selves 'Oh,  I  want  to  go  there,' and  then  quickly  forget  about  it.  By  using  Digimarc  Dis¬ 
cover  we  are  able  to  give  the  reader  more  than  just  an  ad  or  a  link  back  to  our  site  - 
we  are  able  to  give  them  choices  to  tour,  share  and  book  on  the  spot;  it's  very  power¬ 
ful."-  Michael  Troy,  Director  of  Field  Marketing  for  Starwood  Hotel  and  Resorts 
•"Digimarc's  technology  enhances  and  deepens  the  consumer's  experience  of  our 
brand.  Every  scan  transforms  the  printed  page  into  a  multimedia  experience."-  Lind¬ 
say  Bierman,  editor  of  Southern  Living 

•"With  over  26  million  consumers  in  the  Cosmopolitan  community,  we  love  the  idea  of 
making  it  easier  for  them  to  engage  with  our  content  and  that  of  our  advertisers  ..."- 
Donna  Kalajian,  SVP,  Publishing  Director  and  Chief  Revenue  Officer  of  Cosmopolitan 
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NewsPeople 


By  Nu  Yang 

people(3)editorandpublisher.com 


Bill  Masterson 

Jr.  has  been 
promoted  to 
vice  president 
of  publish¬ 
ing  with  Lee 
Enterprises, 
Inc.  He  is 
currently  pub¬ 
lisher  of  The  Times  Media  Co.  of 
Northwest  Indiana  and  group 
publisher  for  Lee.  In  his  new  role, 
he  will  join  three  other  publish¬ 
ing  vice  presidents  who  oversee 
Lee’s  print  and  digital  operations 
in  more  than  50  markets  across 
23  states.  He  succeeds  Michael 
R.  Giilledge.  who  has  taken  lead¬ 
ership  of  Lee’s  company-wide 
sales  and  marketing  initiatives. 
Masterson  joined  Lee  in  2000  as 
publisher  of  the  Rapid  City  (S.D.) 
Journal. 


Steve  Yelving- 

ton  has  been 
named  vice 
president  of 
audience  for 
the  Savannah 
(Ga.)  Morning 
News. anew, 
senior-level 
position  created 
in  each  of  Morris  Publishing 
Group’s  metro  markets.  This 
new  role  will  focus  on  building 
a  powerful  community  voice 
by  growing  the  news,  audience, 
and  digital  efforts.  Yelvington 
started  his  career  as  a  small¬ 
town  weekly  newspaper  editor. 
Since  2001,  he  has  served  in 
senior  management  positions  at 
Morris  DigitalWorks  and  Morris 
Publishing  Group. 


Lilia  Castillo 
Jones  has  been 
appointed 
publisher  at 
the  Valley 
Morning  Star 
in  Harlingen. 
Texas.  Jones 
will  be  responsible  for  the  Valley 
Morning  Star  serving  Harlingen 
and  surrounding  communities 
as  well  as  the  weekly  Coastal 


Alan  English  has  been  named  publisher  of  the  Log 
Cabin  Democrat  and  thecabin.net  in  Conway.  Ark. 
English,  a  25-year  veteran  of  the  media  indus¬ 
try.  will  be  responsible  for  product  development, 
marketing,  new  media,  and  news.  Most  recently, 
he  served'as.vice  president  of  audience  at  The 
Augusta  (Ga.)  Chronicle.  He  joined  the  Chronicle  in 
2009  as  executive  editor  after  serving  as  a  top  ^ 
editor  at  The  Times  in  Shreveport.  La. 


Mike  Connelly  has  been  named  editor 
and  vice  president  of  T/ie  Buffalo  Neu's.  He 
replaces  Margaret  Sullivan,  who  is  now 
public  editor  of  The  Neu'  York  Times.  Most 
recently,  Connelly  serv  ed  as  executive  editor 
of  the  Sarasota  (Fla.)  Herald-Tribune.  Con¬ 
nelly  started  his  career  as  a  copy  editor  for 
the  national  news  desk  at  The  Wall  Street 
Journal.  He  served  as  a  vice  president  of 
Congressional  Quarterly,  Inc.,  overseeing 
product  development  from  2001  to  2003 
and  operations  from  1997  to  2001.  He  also 
has  worked  at  The  Baltimore  Sun  and  the 
St.  Paul  (Minn.)  Pioneer  Press. 

Mark  Webster  has  been  named  president 
and  publisher  of  The  Sun  Neu'S  in  Mvrtle 
Beach,  S.C. 

Since  2009,  Webster  has  been  regional 
vice  president  of  human  resources  for  three 
McClatchy  newspapers  in  the  Carolinas,  in¬ 
cluding  the  Sun  Neu's,  The  Charlotte  (N.C.) 
Observer,  and  The  Herald  in  Rock  Hill,  S.C. 
Webster  has  held  several  key  management 
and  executive  roles  at  Knight  Bidder  and 
McClatchy  newspapers  over  his  31-year 
career.  He  rejoins  the  Sun  News,  where  he 
worked  from  1996  to  2009. 

Tom  Gorman  has  been  named  executive 
editor  of  the  Las  Vegas  Sun.  He  joined  the 
Sun  in  2005  as  a  columnist  after  32  years 
at  the  Los  Angeles  Times,  where  he  worked 
as  a  state  reporter,  national  correspon¬ 
dent,  and  assistant  metro  editor.  He  was 
promoted  to  assistant  managing  editor  in 
2006,  senior  editor/print  in  2010,  and  most 
recently  served  as  managing  editor. 

Vincent  Pejregne  has  been  appointed 
incoming  chief  executive  officer  for  WAN- 


IFRA,  the  World  Association  of  Newspa¬ 
pers  and  News  Publishers.  Peyregne  brings 
25  years  of  professional  experience  in  news 
media  to  the  organization.  He  has  worked 
in  France,  Germany,  and  Switzerland  for 
several  national  and  regional  publishers, 
national  and  international  trade  organiza¬ 
tions,  and  the  French  government. 

Nina  Lawrence  has  been  appointed  vice 
president  of  global  marketing,  advertising 
sales  with  The  Wall  Street  Journal.  In  this 
role,  she  is  responsible  for  client-focused 
marketing  and  business  development  ef¬ 
forts  for  the  Journal  franchise’s  global  sales 
team  across  print,  digital,  and  events.  She 
will  also  oversee  upcoming  expansion  of  the 
company’s  creative  and  custom  advertising 
capabilities.  Most  recently,  she  served  as 
vice  president  and  publisher  of  W  magazine 
since  2005. 

Mark  Baldwin  has  been  named  executive 
editor  of  Illinois  sister  papers  The  Rockford 
Register  Star  and  The  Journal-Standard, 
replacing  Doug  Gass.  Baldwin  previously 
serv  ed  as  editor  of  The  Republic  in  Colum¬ 
bus,  Ind. 

AIM  Media  Texas,  LLC  announced  the 
appointment  of  several  key  officers  and 
director-level  executives.  They  include 
Patrick  S.  Cantj’  as  regional  vice  presi¬ 
dent,  Jenise  Diaz  as  chief  financial  officer, 
Debbie  L.  Grant  as  director  of  finance  and 
controller,  Robert  Levrier  as  circulation 
director,  Armando  Martinez  as  human 
resources  director,  and  Doug  Fullerton 
as  information  technology’  director.  AIM 
Media  Texas,  LLC  is  the  holding  company 
that  was  formed  for  the  purpose  of  purchas- 
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ing  the  print  and  online  publish¬ 
ing  assets  in  Texas  from  Freedom 
Communications. 

Manuel  Matare,  director  of  the 
drupa  and  digi:media  trade  fairs, 
has  announced  he  will  gradu¬ 
ally  withdraw  from  operational 
management  and  hand  over  the 
projects  to  his  successor  Sabine 
Geldermann.  This  transition 
phase  will  run  until  the  end  of 
the  second  quarter  of  2013,  after 
which  Matare  will  support  the 
drupa  and  digi:media  teams  in  a 
consulting  capacity.  Matare  has 
been  working  with  Messe  Diis- 
seldorf  as  project  director  and 
division  director  for  25  years. 

Nate  Rodriguez  has  been  named 
president  of  the  Western  Clas¬ 
sified  Advertising  Association, 
succeeding  Bill  Cummings. 
Rodriguez  is  director  of  multime¬ 
dia  advertising  and  training  at  the 
Ventura  County  (Calif.)  Star.  He 
started  his  career  at  The  Commer¬ 
cial  Dispatch  in  Columbus,  Miss., 
and  was  named  2011  Scripps  Sales 
Leadership  Achiever. 

Jeflf  Cohen  has  been  named 
executive  editor  and  executive  vice 
president  of  the  Houston  Chron¬ 
icle.  He  most  recently  served  as 
editor  for  10  years  and  has  serv  ed 
Hearst  Corp.  for  36  years. 

The  Washington  Times  recently 
announced  a  new  leadership 
team  and  editorial  changes.  They 
include  John  Martin  as  chief 
operating  officer  overseeing  the 
company’s  technology,  logistics, 
and  operations;  Keith  Cooper- 
rider  as  chief  financial  officer; 
and  longtime  media  executive 
Thomas  Culligan  as  chief  rev¬ 
enue  and  marketing  officer.  The 
paper’s  current  editor,  Ed  Kelley, 
has  stepped  dowm  after  18  months 
to  pursue  other  opportunities. 


Current.  Most  recently,  Jones  served  as 
senior  vice  president  of  sales  and  market¬ 
ing  at  the  San  Antonio  Express-News  and 
mysa.com  from  January  2006  to  July  2012. 
In  addition,  Mard  Caltabiano-Ponce  has 
been  appointed  editor  at  the  Valley  Morn¬ 
ing  Star.  Caltabiano-Ponce  is  a  30-year 
editorial  veteran  from  the  Rio  Grande  Val¬ 
ley  daily  newspapers. 


Douglas  D.M.  Joo  has 
resigned  from  The 
Washington  Times  and 
its  affiliated  publica¬ 
tions.  He  served  as 
senior  executive,  presi¬ 
dent,  chairman,  and 
the  company's  board 
chairman  for  more  than 
two  decades.  Washing¬ 
ton  Times  president  Tom  McDevitt  was 
selected  to  take  Joo's  place  as  chairman 
and  Larry  Beasley,  a  one-time  senior 
executive  at  the  Tampa  Bay  Times  and 
Los  Angeles  Daily  News,  has  been  hired 
as  the  company's  new  president  and  chief 
executive  officer. 


A  playwright  and  edu¬ 
cator,  Hudes  won  the 
2012  Pulitzer  Prize  for 
Drama.  Marques  began 
her  journalism  career 
25  years  ago.  In  No¬ 
vember  2010,  Marques 
was  named  executive 
editor,  the  newspaper's 
first  Hispanic  editor,  and  only  the  second 
woman  to  hold  the  post. 


Donna  Barrett  has  been 
liamed  chairman  of  the 
Southern  Newrspaper 
Publishers  Association 
Foundation  Board  of 
Trustees.  She  is  presi¬ 
dent  and  chief  executive 
officer  of  Community 
Newspaper  Holdings, 
Inc.,  in  Montgomery,  Ala. 
In  addition,  Digby  A.  Solomon,  president, 
publisher,  and  chief  executive  officer  of 
the  Daily  Press  Media  Group  in  Newport 
News,  Va.,  has  been  elected  president  of 
the  SNPA. 


Fergus  Bell  has  been 
appointed  to  the  newly 
created  position  of 
social  media  and  UGC 
(user-generated  con¬ 
tent)  editor,-  interna¬ 
tional  with  The  Associ¬ 
ated  Press.  He  joined 
AP  six  years  ago  as  an 
assistant  on  the  television  news  desk  in 
London  and  worked  his  way  up  to  senior 
producer.  Since  April  2011,  he  has  focused 
on  social  media  newsgathering,  big  set 
events,  training,  and  strategy, 

Steve  Coll,  a  Pulitzer 
Prize-winning  news¬ 
paper  correspondent 
and  nonfiction  author; 
Quiara  Alegria  Hudes. 
author  of  a  Pulitzer 
Prize-winning  drama: 
and  Aminda  (Mindy) 
Marques  Gonzalez,  vice 
president  and  executive 
editor  of  The  Miami  Her¬ 
ald,  have  been  elected 
to  the  Pulitzer  Prize 
Board.  Coll  spent  2C 
years  at  The  Washing¬ 
ton  Post  before  joining 
The  New  Yorker  in  2005. 


Digital  First  Media  has 
announced  several 
editorial  appointments. 
John  Berry  has  been 
named  editor  of  The 
Register  Citizen  in 
Torrington.  Conn.,  and 
The  Middietown  (Conn.) 
Press.  He  joined  The 
Times  Herald  in 
Norristown,  Pa„  in  2000 
as  a  staff  photographer 
and  was  promoted  to 
online  editor  in  2007. 
Ann  DeMatteo  has  been 
named  managing  editor 
of  the  Middletovm  Press. 
DeMatteo  is  a  journalist 
with  34  years' 
experience.  Andy  Stet- 
tler  has  been  named 
executive  editor  of  Main 
Line  Media  in  Ardmore, 
Pa.  Stettler  joined  the 
company  in  2009  as 
video  and  online  editor 
of  Montgomery  Media. 
He  was  promoted  to 
assistant  online  editor 
of  The  Reporter  in  Lans- 
dale.  Pa.,  in  2011  and  was  named  commu¬ 
nity  engagement  editor  earlier  this  year. 
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KAMEN  &  CO.  GROUP  SERVICES 

For  Those  Who  Demand  Excellence! 
WWW.KAMENGROUP.COM 
Follow  us  on  twitter  at  www.t¥ritt*r.com/kant«ngroup 

Customized  User-Friendly  25  Page  Appraisals  &  Business  Plans. 

The  Leaders  In  Valuing  Publications  •  Newspapers,  Magazines  &  Shoppers 
New  York  (516)379-2797  •  Email:  lnfo@KamenGroup.com 

•  Expert  Valuation  Witness  •  Acquisitions  •  Mergers  -  Sales 

•  Appraisals  For  AH  Print  &  Digital  Media 

•  Website,  B2B  &  Listing  Co.  Valuations  •  Woridsride  Service 
626  RXR  Plaza,  West  Tower,  6th  Floor,  Uniondale  NY  1 1 S56 


KAMEN  &  CO.  GROUP  SERVICES 

Let  us  provide  the  high  level  of  professional,  personal  guidance 
and  custom  solutions  that  your  media  entity  deserves. 
www.KamenGroup.com 

Global  expertise,  deep  local  market  knowledge  &  unmatched  integrity. 

516-379-2797  •  info@KamenGroup.com 


KAMEN  &  CO.  GROUP  SERVICES 

We're  pleased  to  service  clients  from  Britain,  Denmark, 
Germany,  India,  Israel,  Singapore,  U.S.V.I.  and  Hawaii. 
Let  us  he!p  you,  too! 

51 6-379-2797  •  info@KamenGroup.com 
626  RXR  Plaza.  West  Tower,  6th  Floor,  Uniondale  NY  1 1 556 


KAMEN  &  CO.  GROUP  SERVICES 

We  know  valuations.  We  know  deal-making. 

We  know  the  industry. 

We'd  like  to  get  to  know  you,  too! 

626  RXR  Ptaza,  West  Tower,  6th  Floor,  Uniondale  NY  1 1 556 
516-379-2797  •  info@KamenQroup.com 


DON’T  SELL  YOUR  WEB  PRESS 


Until  you  contact 

Newman  International  Web  Press  Sales 
“Worldwide  .Marketing  ot  Commercial 
Web  and  Newspaper  Presses” 


PRESSES  WANTED:  GOSS  COMMUNITY,  URBANITE, 
METRO  &  UNIVERSAL:  HARRIS  V15D,  V25,  V30; 

SOLNA;  KING;  TENSOR;  &  DAUPHIN 


FOR  SALE:  1998  NEWS  KING  UNITS,  S4,000  EACH; 
FOUR  UNIT  GOSS  COMMUNITY,  22  3/4,  WITH  COMPEN¬ 
SATORS,  SIDELAY  AND  RUNNING  CIRCUMFERENTIAL 
REGISTER  ON  ALL  UNITS,  SMALL  IOWA  WEEKLY, 
$25,000 

NEWMAN  INTERNATIONAL,  LLC. 
(913)638-1040  •  newmanpress@kc.rr.com 


KAMEN  &  CO.  GROUP  SERVICES 

www.kamengroupxom 

We  broker  the  sale  of  newspapers,  magazines  and  shoppers. 
Let  us  help  you  secure  a  qualified  buyer. 

51 6-379-2797 « info@KamenGroup.com 


GAUGER  MEDIA 
SERVICE,  INC. 

Dave  Gauger 

Consult!  ng-Valuations-Sales-Mergers 
P.O.  Box  627,  Raymond  WA  98577 
(360)  942-3560 

www.gaugermedia.com 


FOR  SALE 

.  1 1  -unit  Goss  SC  w/SSC  .  1 0-unit  Goss  Cosmo  press 

quarter  folder  &  upper  former  .  JARDIS  flying  autopasters 
.1300  series  Urbanite  units  (2002) 

.8-unit  Goss  Urbanite  .22”  Goss  Metroliner  press 

-  CALL  US  WTTH  YOUR  IDLED  PRESSES  - 
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M  E  D  I  A  S  PAN 


Software  Engineer  I 

MediaSpan  Group,  Inc.,  (www.rTiediaspangroup.com)  a  dynamic,  Ann  Arbor 
based  software  company,  has  an  immediate  opportunity  for  an  entry-level 
Software  Engineer  in  its  Customer  Services  group. 

About  Us 

MediaSpan  powers  digital  content  management,  online  marketing,  advertising 
and  business  productivity  solutions  for  the  world's  leading  media  companies 
including  GateHouse  Media,  Civitas  Media,  Paxton  Media  Group,  and  Sun 
Media.  With  more  than  4,(XX)  local  newspaper  and  radio  properties  relying  on 
its  solutions,  MediaSpan  is  the  world's  largest  network  of  local  media  compa¬ 
nies  and  media  consumers. 

We  provide  an  enriched  work  environment  that  fosters  growth,  inspires  pro¬ 
fessional  excellence  and  encourages  success  by  providing: 

•  A  competitive  compensation  package 

•  Professional  development 

•  Excellent  benefits 

Role  Summary 

The  Software  Engineer  will  be  a  member  of  the  Customer  Services  team  and 
provide  programming  for  MediaSpan  advertising  and  production  customers 
and  internal  reporting  needs. 

Responsibilities 

•  Complete  custom  piogramming  assignments  based  on  an  agreed  upon 
specification  and  within  a  specified  timeframe 

•  Create  or  modify  custom  plug-ins,  exports,  forms  and  reports  using 
RealBasic  and  OnTarget  Reports 

•  Create  or  modify  custom  reports  using  Java,  IReport  and  Crystal  Reports 

•  Assist  in  debugging  and  troubleshooting  applications 

■  Perform  software  testing  and  quality  assurance  tasks 

•  Work  with  other  engineers,  QA,  and  product  management  in  developing 
new  products 

Knowledge,  Skills  and  Abilities 

•  Proficient  in  the  use  of  various  reporting  software  products  (e.g.,  IReport, 
OnTarget,  Crystal) 

•  Experience  with  cross-platform  software  development  tools  such  as  Java 
and  RealBasic  • 

•  Must  be  a  self-starter,  motivated  and  work  without  supervision 

•  Strong  analytical  and  problem-solving  skills 

•  Superb  attention  to  detail 

•  Self-motivated;  stays  current  with  advances  in  software  development 
and  information  technology 

•  Excellent  organization  skills  and  flexibility  to  complete  multiple  tasks 

Minimum  Qualifications 

•  Bachelor's  degree  in  computer  science  or  appropriate  combination  of 
skills  and  experience 

•  Strong  communication  skills,  both  verbally  and  in  writing 

■  Candidate  must  have  excellent  interpersonal  skills  along  with  the  ability 
to  manage  multiple  tasks 

MediaSpan  Group  is  an  Equal  Opportunity  Employer. 

Please  send  a  cover  letter  detailing  your  experience  and  resume  to 
rttruitmg@mtdiaipanioftwart.com 


PLACE  YOUR  AD  BY: 

HcJJr 

PHOME:  800-887-1615 

CU^SIFIED  ADS 

FAX:  866-605-2323 

EMAIL: 

VYVHIV. 

ciassiritck^edftorattdpublisher.com 

Brainworks 


NEWSPAPER  SOFTWARE  Y  SOLUTIONS 

Brainworks  Software  is  looking  for  motivated  people 
with  strong  experience  in  newspaper  advertising, 
circulation,  or  billing  systems  who  would  like  to  be  part 
of  an  exciting  company  with  products  that  are  taking 
the  industry  by  storm. 


We're  looking  for  project  and  implementation  people  with: 

Hands  on  experience  with  a  vendor  or  practical  newspaper  experience 
Database  Skills  *  Organizational  skills  •  Teaching  ability 


The  position  requires  50%  travel. 

Please  email  your  resume  to  hr@brainworks.com 


M  E  D  I  A  S  PAN 

Software  Installer/Trainer 

MediaSpan  Group,  Inc.,  (www.mediaspangroup.com)  a  dynamic,  Ann  Arbor 
based  software  company,  has  an  immediate  opportunity  for  a  motivated,  per¬ 
sonable  individual  to  travel  throughout  the  United  States  and  train  clients  to 
use  our  circulation  software  applications.  This  entry-level  position  involves 
implementing  a  browser-based  software  application  for  new  and  existing  cus¬ 
tomers  and  training  users  on  features  and  functionality. 

About  Us 

MediaSpan  powers  digital  content  management,  online  marketing,  advertising 
and  business  productivity  solutions  for  the  world's  leading  media  companies 
including  GateHouse  Media,  Civitas  Media,  Paxton  Media  Group,  and  Sun 
Media.  With  more  than  4,000  local  newspaper  and  radio  properties  relying  on 
its  solutions,  MediaSpan  is  the  world's  largest  network  of  local  media  compa¬ 
nies  and  media  consumers. 

We  provide  an  enriched  work  environment  that  fosters  growth,  inspires  pro¬ 
fessional  excellence  and  encourages  success  by  providing: 

•  A  competitive  compensation  package 

•  Professional  development 

•  Excellent  benefits 

Role  Summary 

The  ideal  candidate  has  a  bachelor?s  degree  along  with  some  work  experience 
and  also  meets  one  or  more  of  the  following  requirements: 

•  Circulation  management  experience  in  a  publishing  environment 

•  Familiarity  with  circulation  accounting  and  financials 

•  Proficient  with  computer  software  applications  and  relational  databases 

Other  necessary  skills: 

•  General  knowledge  of  newspaper  operations 
■  Basic  accounting  knowledge 

•  Teaching  and/or  customer  senrice  ability 

•  Excellent  organizational  skills  and  strong  attention  to  detail 

•  Ability  to  manage  multiple  projects  under  tight  deadlines 

•  Able  to  work  independently 

•  Ability  and  motivation  to  learn  technical  skills 

•  Excellent  written  and  verbal  communication  skills 

•  Ability  to  travel  and  work  on  location  50%  of  the  time 

MediaSpan  Group  is  an  Equal  Opportunity  Employer. 

Please  send  a  cover  letter  detailing  your  experience  and  resume  to 
rtcruiting@mtdiaipanioftwart.com 
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Las  Cruces  Sun  News 
LEAD  DISTRICT  SALES  MANAGER 
Circulation  Department  •  Las  Cruces,  New  Mexico  •  Full-Time 

The  Las  Cruces  Sun  News,  a  daily  newspaper  in  Las  Cruces,  New  Mexico  is 
seeking  a  Lead  District  Sales  Manager  to  lead  our  Home  Delivery  Department 
who  will  be  responsible  for  motivating,  coaching,  training,  developing,  and 
supervising  a  District  sales  Manager  and  district  runners.  This  positions 
responsibilities  include  the  contracting  of  independent  contractors.  In  addition, 
ensuring  the  department  meets  all  service,  sales  and  collection  goals,  depart¬ 
mental  standards  and  procedures  and  other  duties  as  required 
Job  Requirements: 

•  High  school  graduate  or  the  equivalent  is  required  with  a  college  degree  preferred. 

•  Previous  experience  in  sales  and/or  customer  service  or  in  a  print  media 
circulation  department. 

•  Must  possess  excellent  customer  service,  interpersonal,  communication  and 
bookkeeping  skills. 

•  Must  be  able  to  work  early  morning  hours,  have  reliable  transportation,  a 
current  driver's  license,  proof  of  liability  insurance  and  a  safe  driving  record. 

Please  apply  by  emailing  your  resume  to:  cpogorzel^elpasotimes.tom 

We  are  an  equal  opportunity  employer.  We  recognize  and  appreciate  the 
benefits  of  diversity  in  the-  workplace.  Those  who  share  this  belief  or  reflect 
a  diverse  background  are  encouraged  to  apply.  In  addition  to  a  competitive 
salary,  we  offer  excellent  benefits  to  those  who  qualify  including  medical,  dental, 
vision,  flexible  spending  account,  life  insurance,  401 K,  and  an  opportunity  for 
outstanding  growth  potential.  Our  concern  is  for  the  health  and  safety  of 
our  employees;  therefore  we  offer  a  smoke-free  work  environment  and 
conduct  pre-employment  drug  testing. 

Due  to  the  large  number  of  applications  and  resumes  received, 
only  those  chosen  for  further  consideration  will  be  contacted. 
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Make  the  Competition 
Work  for  You 

Developing  product  strategies  in  difficult  markets 


By  Gaiy'  Randazzo 

San  Francisco  is  one  of  the  most 
competitive  media  markets  in 
the  U.S.,  and  in  2002, 1  w^as 
named  executive  vice  president  and 
general  manager  of  the  San  Fran¬ 
cisco  Chronicle.  My  job  was  to  try  to 
rebuild  ad  revenue  and  put  the  orga¬ 
nization  on  a  solid  market  footing. 
The  city  of  San  Francisco  is  lo¬ 
cated  at  the  end  of  a  peninsula  and 
is  restricted  topographically  from 
expanding.  Thus,  population  growth 
has  mainly  been  concentrated  in 
outlving  communities,  some  of 
w'hich  grew  rapidly  and  developed 
qualitv’  media  outlets  of  their  owm. 

At  the  time,  competing  newspapers 
included  the  San  Jose  Mercury  News, 
Oakland  Tribune,  and  Contra  Costa 
Times.  All  w'ere  quality  newspapers, 
respected  and  read  by  the  residents 
of  their  communities. 

As  the  population  grew'  in  surround¬ 
ing  communities,  so  did  retail  outlets. 
Retailers  in  these  outlying  communi¬ 
ties  found  it  necessary’  to  move  part 
and  sometimes  the  majority  of  their 
ad  budget  to  media  serv'ing  those 
communities. 

Clearly,  the  task  at  hand  was  not  an 
easy'  one.  Our  strategy  at  the  Chroni¬ 
cle  w'as  to  introduce  new  products  and 
improve  coverage  of  outlying  com¬ 
munities.  The  Chronicle  had  a  strong 
franchise  and  a  positive  reputation, 
and  our  efforts  w  ere  rewarded  to  a 
great  degree.  However,  retailers  were 
not  willing  to  completely  abandon 
those  newspapers  that  helped  grow' 
their  business  and  served  the  local 
communities.  By  the  same  token,  we 
could  not  expect  residents  of  those 


communities  to  reduce  their  use  of 
local  media  in  favor  of  the  Chron  icle. 

We  began  considering  other  options, 
including  partnerships  w'ith  other 
media.  We  soon  realized  that,  for  the 
most  part,  partnerships  that  actu¬ 
ally  moved  business  our  way  would 
be  short  lived,  because  they  would 
deteriorate  the  partners’  market  share 
and,  over  time,  become  one-sided  and 
therefore  come  to  an  end. 

I  visited  w’ith  folks  at  competing 
w'ebsites,  newspapers,  cable  opera¬ 
tors,  and  TV  and  radio  stations  to 
develop  partnerships,  and  we  were 
able  to  put  together  a  few  programs 
that  produced  a  modicum  of  success 
but  didn’t  change  market  share. 

The  programs  that  did  change 
market  share  recognized  the  compe¬ 
tition  and  targeted  the  audience  that 
we  intended  to  serve.  These  included 
a  marriage  mail  concept,  a  new  wine 
section  (we  were,  after  all,  in  wine 
country’),  revamping  the  entertain¬ 
ment  section  of  the  Sunday  Chron¬ 
icle,  and  introducing  new  Internet 
revenue  programs. 

I  left  the  Chronicle  several  years  ago 
but  often  think  about  what  I  would 
do  differently  in  today’s  digital  envi¬ 
ronment. 

I  know'  I  would  lead  my  organi¬ 
zation  to  act  unilaterally  but  also 
to  recognize  the  importance  that 
residents  and  businesses  place  on  the 
media  they  use.  I  might,  for  example, 
offer  consumers  low'er  clcissifieds 
rates  if  they  had  already  placed  the 
same  listing  in  competing  outlets. 
This  tactic  has  the  danger  of  moving 
existing  customers  to  the  competi¬ 
tion  unless  the  pricing  and  market¬ 


ing  were  clearly  thought  out,  but  it  would 
almost  certainly  provide  better  results  for 
consumers  and  businesses. 

The  positive  side  is  that  I  would  have  ads 
on  my  website  and  directional  ads  in  my 
newspaper  that  I  would  not  have  other¬ 
wise.  I  would  also  have  a  new  beachhead 
from  which  to  drive  new  marketing  initia¬ 
tives. 

For  retail  advertisers  spending  a  large 
amount  of  ad  budget  in  competing  news¬ 
papers,  I  might  let  them  count  the  dollars 
spent  with  the  competition  toward  my 
offered  ad  volume  contract  pricing. 

In  this  case,  retailers  getting  volume 
contract  discounts  for  advertising  placed 
with  competing  media  would  expand  their 
reach  at  discounted  ad  rates.  I  would  be 
in  danger  of  having  my  current  customers 
move  more  dollars  to  competing  media  to 
get  the  lower  rate  with  my  newspaper,  so 
the  rate  discounts  would  have  to  require 
growth  in  ad  spending  in  my  newspaper. 

While  these  approaches  are  uncommon, 
they  do  recognize  the  new  market  reali¬ 
ties  and  offer  an  approach  to  shift  market 
share  if  well  thought  out. 

Clearly,  the  competitors  could  also  employ 
this  approach,  so  to  be  successful  the  strat¬ 
egy  would  have  to  play  off  the  strengths.  A 
regional  newspaper  offers  broader  expo¬ 
sure  than  a  newspaper  that  only  serves  one 
community,  while  a  community  newspaper 
offers  local  coverage  and  promotions.  In 
turn,  the  Internet  offers  immediacy  and 
search  capabilities  that  newspapers,  radio, 
and  television  cannot. 

In  today’s  hypercompetitive  and  constant¬ 
ly  shifting  media  landscape,  the  solutions 
that  will  move  market  share  and  win  stable 
relationships  with  consumers  and  busi¬ 
nesses  will  be  based  on  the  realities  of  why 
competing  media  exist  in  the  first  place.  ■ 

Gary  Randazzo  is  founder  of  GWR  Research, 
a  media  marketing  and  management  con- 
sultingfirm.  He  served  as  senior  vice  presi¬ 
dent  at  the  Houston  Chronicle  and  executive 
lice  president  and  general  manager  of  the 
San  Francisco  Chronicle.  He  can  be  reached 
at  gary@gwrresearch.com. 
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Dear  E&P  Readers 


Hit  gives  me  great  pleasure  to  announce  the 
immediate  commercial  availabifity  of  our 
Multi-Screen  HTML  Ads  offering.  Thank 
you  to  our  several  E&P  clients  who  assisted  us  during  the 
Beta  testing  period. 

This  offering  enables  you  to  monetize  your  premium 
display  inventory  at  top  tier  CPM  rates  across  all  - 
desktop,  tablet  &  mobile  devices.  Plus,  you  will  • 
our  flexible  working  relationship  structure. 

Capture  the  opportunity  today  by  reaching 
directly  at:  ngreer@impactengine.com  or 

As  always,  it  is  our  pleasure  to  serve  the 


Advertising  &  Circulation ' 


innovation 

'  •  A  ' 


AdManagerPro”  and  CirculationPro"  give  you  the  ability  to 
manage  your  advertisers  and  subscribers,  report,  publish, 
and  centralize  operations,  all  in  easy-to-use 
.browser-based  systems. 


Let  us  show  you  how  our  SaaS  or  self-hosted 
systems  can  start  saving  you  mone^jjT 


Contact  us  for  a  demo! 


info@mediaspangroup.com 

mediaspangroup. com/demo 
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